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Abstract 
Use of mobile coupons, as a new form of retail promotion, continues to grow due 
to unique features such as ubiquity, location/time sensitivity, and personalization. Mobile 
coupons are electronic tickets sent to a mobile phone that can be exchanged for a 
financial discount or rebate in an actual transaction setting. However, despite the 
potential and benefits of mobile coupons, mobile coupons are still in their inception stage 
compared to traditional paper coupons. Previous research on mobile coupon adoption 
provides limited guidance regarding consumers’ motives and barriers to adoption.  
The objectives of this study were (1) to examine the adoption of young 
consumers’ mobile coupon services in an apparel retailing context from the perspective 
of perceived value and (2) to assess whether differences existed between the two types of 
mobile coupon services (SMS-based vs. app-based) in consumers’ perceptions and 
adoption intention of mobile coupon services. From a theoretical perspective, this study 
adopted the technology acceptance model (Davis, 1987) and Zeithaml’s (1988) 
conceptualization of perceived value as theoretical bases to examine the purpose of this 
study.   
A survey methodology was chosen and data were collected from 428 individuals 
(205 for SMS-based and 223 for app-based). Perceived value of mobile coupon services 
positively influenced adoption intention of mobile coupon services regardless of the 
coupon delivery method. The major determinants of perceived value were economic 
benefits, psychological benefits, and effort costs. Furthermore, there was a main effect of 
coupon delivery method (SMS-based vs. app-based) on adoption intention, perceived 
  iv 
value, economic benefits, and psychological benefits. Consumers’ responses were more 
favorable to the app-based mobile coupon service than to the SMS-based mobile coupon 
service.  
Results contribute to the literature on the technology of acceptance model and 
consumers’ perceived value by providing empirical evidence of theoretical explanations 
within the context of mobile coupon services in apparel retailing. The findings of this 
study also provide important implications for apparel retailers to develop and implement 
strategies for mobile coupon services.  
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CHAPTER 1: INTRODUCTION 
This chapter begins with an industry background on smartphones and mobile 
coupon services. The sections following address the statement of problem, the objective 
of the research, and the significance of research.   
1.1 Industry Background 
Over the past decade, the advancement of telecommunication technologies 
coupled with the increasing penetration of smartphones into the worldwide population 
has revolutionized the way consumers shop. Smartphones can be distinguished from 
basic feature phones due to their advanced capabilities and connectivity. Smartphones 
combine the features of regular mobile phones with other electronic devices including a 
digital camera, a touchscreen computer, and a GPS navigation unit. Smartphones are 
often characterized as being: portable, personal, and networked (Larivie`re et al., 2013).  
Recent market studies report that: (a) nearly 56% of adults in the U.S. owned 
smartphones in 2013 (Smith, 2013); (b) 72% of generation Y consumers owned 
smartphones in 2012 (Forrester Research, 2013); and (c) among U.S. smartphone users, 
66% have used their smartphones as a shopping aid (Leo J. Shapiro & Associates, 2012). 
Smartphones are used to search for product information, read product reviews, compare 
prices, and deliver mobile coupons (Leo J. Shapiro & Associates, 2012).  
The widespread use of smartphones has significantly affected the traditional 
“browse-and-buy” retail model (Murphy, 2014). Consumers can now find real-time 
product information along with promotions before and during their shopping trips. 
Retailers are using smartphone capabilities to connect with their target customers and 
deliver customized marketing messages effectively and efficiently. In other words, 
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smartphones enable retailers to engage in interactive communications with their 
customers. For example, retailers such as Target and Walgreens provide their own mobile 
applications (apps) so that customers can conveniently browse and search for the 
products they want and need. These mobile apps also function as retailers’ reward or 
membership cards so that customers do not need to carry separate reward cards. In 
addition to providing retailer specific apps, retailers can use smartphones’ text-message 
capabilities such as short message service (SMS: a text messaging service component of 
a smartphone) or multimedia messaging service (MMS: a message that includes 
multimedia content) to provide promotional information to their customers. 
1.2 Mobile Coupons 
Mobile coupon-facilitated transactions are impacting brick-and-mortar retailing 
(Jae, 2010). Mobile coupon are electronic tickets sent to a mobile phone that can be 
exchanged for a financial discount or rebate in an actual transaction setting (Mobile 
Marketing Association, 2007). Growing numbers of consumers visit their favorite 
retailers’ websites and sign up to receive SMS-based mobile coupons (e.g., Target) or 
download coupon-related mobile apps to locate the best deals in their shopping area (e.g., 
Qponomics and Valpak’s Local Coupon) (Jae, 2010). Further, social networking websites 
(e.g., FourSquare, GoWalla, Yelp, and Groupon) have fueled the growth of mobile 
coupons by promoting targeted coupons to smartphone users (Jae, 2010).  
 Shankar et al. (2010) provided an overview of current mobile marketing practices 
in retailing environments and highlighted the importance of mobile coupon services as a 
key strategic option for retailers. Mobile coupons possess several advantages over 
traditional paper-based coupons for both consumers and retailers because mobile coupons 
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are location/time specific, easy to be customized, and easy to store and carry (Banerjee & 
Yancey, 2010). From a consumers’ standpoint, collecting and retrieving coupons through 
a single mobile phone is more convenient than clipping coupons from newspapers and 
keeping them in their wallets. With location-based services, consumers can find stores 
providing price discounts whenever they shop. Also, consumers can control the time and 
frequency of receiving mobile coupons from retailers.  
For retailers, mobile coupons can increase the effectiveness of price promotions at 
low execution costs because mobile coupons can be sent immediately to target customers 
(Hsu, Wang, & Wen, 2006). Also, retailers can boost their sales during slow shopping 
seasons by sending time-sensitive mobile coupons to their customers (Dickinger & 
Kleijnen, 2008). Moreover, retailers can improve customer-retailer relationships by 
sending customized mobile coupons based on customers’ tastes and needs (Dickinger & 
Kleijnen, 2008). 
According to recent market research conducted by Juniper Research (2012), 
mobile coupons show a higher redemption rate (10%) when compared to traditional 
paper-based coupons and Internet print-at-home coupons (1% or less). Also, mobile 
coupons may act as a bridge that connects consumers with brick-and-mortar retail stores, 
which in turn can create a synergy for multi-channel retailing. ROI Research (2011) 
reported that more than 30% of consumers who received mobile coupons were likely to 
visit offline stores to shop.  
With respect to customer participation, consumers have control over whether they 
would receive mobile coupons through a retailer’s mobile coupon management system. 
This “opt-in” practice is deemed important in that consumers may respond negatively to 
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mobile promotions sent by retailers without their permission (Tsang, Ho, & Liang, 2004). 
There are generally two types of methods for delivering mobile coupons - pull and push 
methods (Mobile Marketing Association, 2007).  The pull method allows consumers to 
receive mobile coupons based on their selection by using an app-based mobile coupon 
service. An app-based mobile coupon service is a service that consumers can search and 
find mobile coupons by using a retailer’s mobile coupon application. For example, 
consumers can download mobile apps such as RetailMeNot, a coupon-app from Apple’s 
App Store or Google Play. This app helps consumers find coupons for their preferred 
retailers or locate available coupons that can be used at stores. Also, consumers can 
bookmark their favorite stores and save the mobile coupons they want to use on their 
smartphones. On the other hand, the push method allows retailers to send coupon 
notifications to consumers through multi-media messaging (MMS) or text messaging 
(SMS: Short Message Service)-based mobile coupon service. A SMS-based mobile 
coupon service is a service that delivers mobile coupons to consumers’ smartphones via 
text messages (SMS) sent by a retailer. For example, once consumers sign up for its 
coupon alert service, Target sends mobile coupons via text messages at consumers’ 
preferred coupon delivery time.  
According to Unni and Harmon (2007), the main difference between the pull and 
push methods is whether consumers or marketers have control over receiving coupons. 
With the pull method, coupons are delivered only when consumers initiate a request in 
each discrete transactional situation, whereas with the push method, coupons are 
delivered by marketers. In other words, marketers have control over the flow of coupons 
with the push method. In the perspective of consumers, pushed coupons tend to result in 
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passive consumer acceptance, whereas pulled coupons show the active consumer 
acceptance because consumers take the initiative to search for coupons and select what to 
use.  
In terms of the influence of age on mobile coupon usage, young consumers from 
18 to 24 years of age were found to be most interested in receiving mobile coupon offers, 
compared to other age groups (Forrester Research, 2010). Also, young consumers’ use of 
traditional paper coupons has been decreasing, indicating that they are likely to use their 
mobile devices as a source of coupons (Zavers by Google, 2013). Im and Ha (2012) that 
investigated the characteristics of mobile coupon adopters. The authors found that early 
adopters of mobile coupons tend to be a young consumer group. The group was 
characterized as using mobile coupons and downloading mobile apps on a regular basis.  
1.3 Statement of Problem 
Despite the potential value and benefits of mobile coupons, mobile coupons are 
still in their inception stage. In 2012, mobile coupons represented a little more than 1% of 
all coupons distributed in the United States, whereas paper coupons accounted for almost 
90% of the total coupon distribution (Inmar, 2013). This statistic implies that most 
retailers still prefer paper-based coupon services over mobile coupon services as a means 
to execute their price promotion strategies, or that they have not yet incorporated mobile 
coupon services into their key price promotion strategies. Moreover, there seems to be a 
disparity between consumers’ interest in and their actual use of mobile coupons. 
According to one recent market survey, although 55% of consumers showed interest in 
receiving mobile coupons, only 10% of them actually received mobile coupons through 
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opt-in systems (Mercator Advisory Group, 2012). These facts suggest that barriers may 
exist that hinder consumers’ use of mobile coupon services.  
Previous research on mobile coupon adoption provides limited guidance 
regarding motives and barriers to adoption. Extant research is limited because:  
(a) the affective aspect of using mobile coupon services has not been fully 
reflected in literature on the adoption of mobile coupon services although it has 
been found to be an important determinant of coupon usage (Bawa & Shoemaker, 
1987; Shimp & Kanva, 1984; Mittal, 1994) and adoption of mobile technology 
(e.g. Kim, Chan, & Gupta, 2007; Ko, Kim, & Lee, 2009).  
(b) most researchers examined the adoption of mobile coupon services based on a 
SMS-based service (e.g. Dickinger & Kleijnen, 2008; Hsu, Wang & Wen, 2006; 
Jayasingh & Eze, 2009), even though various formats and delivery methods for 
mobile coupon services exist in the current retail environment. Consumers’ 
evaluation of mobile coupon services may vary depending on types or approaches 
of mobile coupons (Unni & Harmon, 2007).  
(c) Although previous researchers (Bawa & Shoemaker, 1987) interested in 
coupon usage behavior argued that cost and benefit perceptions of using coupons 
influence intention to redeem coupons, researchers have not addressed adoption 
of mobile coupon services from a cost/benefit standpoint.   
(d) most of the researchers examined adoption of mobile coupon services (e.g. 
Dickinger & Kleijnen, 2008; Hsu, Wang & Wen, 2006; Jayasingh&Eze, 2009) 
based on a general context, rather than focusing on a specific retail context. 
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Particularly, there is lack of knowledge concerning adoption of mobile coupon 
services in an apparel retailing context.   
This gap raises a need for further investigation on the adoption of mobile coupon 
services. 
1.4 Statement of Purpose 
The objective of the research was twofold. First, this study aimed to examine the 
adoption of young consumers’ mobile coupon services in the context of apparel retailing 
from the perspective of perceived value. To achieve this purpose, the current study built 
on the technology acceptance model (Davis, 1987) and Zeithaml’s (1988) 
conceptualization of perceived value as theoretical bases to develop a conceptual model 
that integrated the costs and benefits associated with the value perception of mobile 
coupon services. Specific cost and benefit variables were identified based on the 
Technology Acceptance Model (Davis, 1989) and the coupon redemption literature. 
Three separate dimensions (i.e., economic benefits, psychological benefits, and 
customization) were examined as variables that represented perceived benefits of mobile 
coupon services. For perceived costs of mobile coupon services, effort costs were 
incorporated. Additionally, to prevent the possible influences of additional factors on 
mobile coupon adoption, the current study employed two control variables which were 
prior experience with mobile coupons and personal innovativeness.  
Second, this study aimed to assess whether differences in consumers’ perception 
and adoption intention of mobile coupon services existed between the two types of 
mobile coupon services (SMS-based vs. app-based). To do so, the main effect of coupon 
delivery method (SMS-based vs. app-based) on each construct was examined.  
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Based on the literature review and theoretical bases that will be presented in Chapter 2, 
the specific objectives of this research were:  
(a) to investigate the influence of perceived benefits (economic benefits, 
psychological benefits, and customization) and perceived costs (effort costs) on 
perceived value of mobile coupon services.  
(b)  to investigate whether adoption intention of mobile coupon services was 
predicted by perceived value of mobile coupon services. 
(c) to investigate whether there was a main effect of the delivery method (SMS-
based vs. app-based) on adoption intention, perceived value, perceived benefits 
(economic benefits, psychological benefits, and customization), and perceived 
costs (effort costs). 
1.5 Significance of the Present Study 
The current study contributes to our understanding of young consumers’ adoption 
of mobile coupon services in the context of apparel retailing. As stated above, young 
consumers represent the mainstream of mobile coupon users. This study identifies which 
factors predict young consumers’ value perceptions of mobile coupon services and 
intention to use them. Identifying specific motives and barriers to mobile coupon 
adoption is important to generating beneficial insights regarding how retailers can 
effectively implement mobile coupon service strategies and facilitate consumers’ 
adoption.  
Also, despite the increasing interest of this promotion strategy among retailers, in 
real retail settings, mobile coupon services have been largely unexplored in the context of 
apparel retailing. Currently, the majority of apparel retailers do not offer their own 
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mobile coupon services. Instead, mobile coupons for apparel retailers can be found from 
general couponing apps such as RetailMeNot and Coupon Sherpa. However, theses apps 
only provide a limited variety of coupons and also offer other retailers or competitors’ 
coupons, which makes it difficult for a retailer to attract and manage its target consumers. 
Therefore, this study may provide some beneficial insights to apparel retailers and 
contribute to apparel retailing research by introducing this up-to-date research topic.  
Moreover, the current study provides empirical evidence about the possible 
differential effects between the two mobile coupon services. Generally speaking, since 
retailers’ resources on price promotion strategies are limited, understanding the 
differential effects is particularly important to developing and designing mobile coupon 
service strategies effectively and allocating their resources efficiently.   
In terms of a theoretical contribution, this study examines mobile coupon 
adoption from the perspective of consumers’ perceived value, not just from a technology 
user perspective. This study integrates the perspectives of both coupon users and 
technology users to represent consumers’ value perception of mobile coupon services by 
adopting the technology acceptance model and Zeithaml’s (1988) conceptualization of 
perceived value. The proposed model in this study will help in the theoretical 
understanding of consumers’ adoption of mobile coupon services.  
1.6 Definition of Terms 
Terms used in this study are defined as follows. 
App-based mobile coupon service: a service that consumers can search and find mobile 
coupons by using a retailer’s mobile application.  
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Customization: the extent to which consumers can tailor receipt of mobile coupons 
based on their preferences and needs (Chellappa & Sin, 2005). 
Economic benefits: consumers’ perceptions of monetary savings resulting from using 
mobile coupon services (Bawa & Shoemaker, 1987).  
Effort costs: the efforts and time devoted by consumers to search and redeem mobile 
coupons with the use of technology (Bawa & Shoemaker, 1987). 
Adoption intention: consumers’ intention to use mobile coupon services (Davis, 1987).  
Mobile Applications (apps): a computer program designed to run on smartphones.  
Mobile coupons: electronic coupons delivered to a smartphone via text messages or 
mobile coupon apps that can be exchanged for a monetary discount at a brick-
and-mortar store (Mobile Marketing Association, 2007). This study focuses on 
coupons that can be only accessed through smartphones. Therefore, coupons 
delivered via e-mail or social networks are excluded in that e-mail-based and 
social network-based coupons can be accessed from other than smartphones such 
as personal computers or laptops. 
Perceived value: consumers’ overall perception of mobile coupon services that result 
from the consideration of their costs and the benefits of using them (Zeithaml, 
1988).   
Personal innovativeness: "the willingness of an individual to try out any new 
information technology"(Agarwal & Prasad, 1998, p.206). 
Psychological benefits: the feelings of competence and enjoyment derived from the act 
of using mobile coupon services (Bawa & Shoemaker, 1987). 
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Pull method: a method that delivers mobile coupons when consumers initiate a request 
in each discrete transactional situation (Unni & Harmon, 2007). 
Push method: a method that retailers use to deliver mobile coupons to consumers (Unni 
& Harmon, 2007). 
Smartphone: a mobile phone with highly advanced features such as a high-resolution 
touch screen display, WiFi connectivity, Web browsing capabilities, and the 
ability to accept sophisticated applications. 
SMS-based mobile coupon service: a service that delivers mobile coupons to 
consumers’ smartphones via text messages (SMS) sent by a retailer.  
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CHAPTER 2: LITERATURE REVIEW 
This chapter introduces the theoretical framework for the research followed by a 
review of related research. Based on the literature review, the hypotheses and the 
conceptual model of the research are stated.    
2.1 Theoretical Framework 
The Technology Acceptance Model (Davis, 1986) and Zeithaml’s (1988) 
conceptualization of perceived value provided the foundation for understanding (1) 
whether perceived value of mobile coupon services influenced young consumers’ 
intention to adopt mobile coupon services and (2) what factors (i.e. economic benefits, 
psychological benefits, customization, and effort costs) contributed to consumers’ 
perceived value of mobile coupon services.   
2.1.1 Technology Acceptance Model 
The technology acceptance model (TAM) was created by Davis (1986) and based 
on Fishbein and Ajzen’s (1975) theory of reasoned action (TRA). The TRA proposes that 
human behavior can be predicted and explained by behavioral intention, which is 
determined by attitude (A) and subjective norm (SN) (see Figure 2.1).  
 
Figure 2.1 Model of Theory of Reasoned Action (TRA) 
While TRA examines general human behavior, the purpose of TAM was to 
explain determinants of general computer usage behavior, while being parsimonious and 
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predictive (Davis, Bagozzi, & Warshaw, 1989). As proposed initially in the TRA, TAM 
also posits that actual computer system use behavior is determined by behavioral 
intention, assuming that when individuals form an intention to act, they will be free to act 
without limitation (see Figure 2.1.2). Behavioral intention refers to a measure of the 
strength of a person’s intention to perform a specified behavior (Davis et al., 1989). The 
TAM postulates that behavioral intention is determined by the user’s attitude toward 
using the system and perceived usefulness of the system. Perceived usefulness replaced 
subjective norm in the original TRA. Perceived usefulness refers to “the degree to which 
a person believes that using a particular system would enhance his or her job 
performance” (Davis, 1989, p. 320). Attitude refers to the user's positive or negative 
evaluation of using the particular system (Fishbein & Ajzen, 1975). The relationship 
between attitude and behavioral intention is based on the idea that when people have 
positive attitude toward a certain behavior, they form an intention to perform the behavior 
(Davis et al., 1989). The perceived usefulness – behavioral intention relationship implies 
that when people believe using a particular system is instrumental to enhancing their job 
performance in an organization, they form an intention toward the behavior (Davis et al., 
1989).  
Subjective norm, one of the major determinants of behavioral intention in the 
TRA was excluded from the TAM due to its uncertain theoretical and psychometric 
status (Davis et al., 1989). Davis et al. (1989) tested and confirmed that subjective norm 
did not have an impact on the adoption intention of a new technology.  
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Figure 2.1.2 Technology Acceptance Model (TAM)  
 According to TAM, the main two determinants of attitude are perceived 
usefulness and perceived ease-of-use. Perceived ease of use refers to “the degree to which 
a person believes that using a particular system would be free from effort” (Davis, 1989, 
p. 320). It reflects a prospective user’s expectation about the level of effort associated 
with learning and using the targeted information technology. Additionally, TAM posits 
that perceived ease of use influences perceived usefulness since when a user finds it easy 
to use a new technology, the technology appears to be useful to the user (Venkatesh, 
2000). 
2.1.2 TAM Applied to Technology Adoption Research  
Since the TAM was introduced, it has been widely used in technology adoption 
research to understand consumers’ adoption of new technologies in various contexts. 
Researchers have applied the TAM to examine consumers’ adoption of online shopping 
(e.g., Chen, Gillenson, & Sherrell, 2002; Gefen, Karahanna, & Straub, 2003; Ha & Stoel, 
2009), mobile Internet (e.g. Kim, Chan, & Gupta, 2007), mobile commerce (e.g. Wu & 
Wang, 2005), and mobile coupon adoption (e.g. Im & Ha, 2012). 
Limitations of the model have been identified by several researchers. Kulviwat et 
al., (2007) argued that the TAM cannot fully predict consumer behavior in various 
contexts since it was originally developed to examine employee acceptance of a new 
technology and it emphasizes cognition rather than affect. They noted employees in 
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organizations have little choice regarding their technology adoption decision, whereas 
general consumers have the freedom to either adopt or reject a new technology based on 
how they feel or what they think about it. Therefore, the aspects of affective or intrinsic 
benefits such as perceived enjoyment of using a new technology, have been discussed 
and applied to the original model (e.g. Davis, Bagozzi, & Warshaw, 1992; Ha & Stoel, 
2009; Kim et al., 2007; Kulviwat et al., 2007; Wu & Wang, 2005). Perceived enjoyment 
refers to the extent to which the activity of using the technology is seen as enjoyable and 
fun (Davis et al., 1992). Enjoyment captures the hedonic dimension of adoption of 
technologies and represents an affective and intrinsic benefit (Kim et al., 2007).  
Using the TAM as a theoretical base, Ha and Stoel (2009) examined consumers’ 
acceptance of e-shopping using a model integrating perceived enjoyment (see Figure 
2.1.3). They proposed that perceived enjoyment positively influenced perceived 
usefulness and attitude toward e-shopping. Online survey was conducted and the data 
was analyzed by using structural equation modeling (SEM). They found that perceived 
enjoyment was a significant predictor of perceived usefulness and attitude.  
 
Figure 2.1.3 Research Model of the TAM Integrating Perceived Enjoyment  
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Furthermore, researchers pointed out that attitude only partially mediated the 
effects of the belief constructs (i.e. perceived usefulness, perceived ease of use) on 
intention to use (Davis et al., 1989; Venkatesh et al., 2003). Davis et al. (1989) examined 
the adoption of a word processing program among MBA students to assess the TAM. The 
authors documented that the attitude construct did not fully capture the influences of the 
belief constructs (i.e. perceived usefulness, perceived ease of use). There were direct 
influences of beliefs on intention to use, and attitude only partially captured the 
influences of beliefs. The authors concluded that the role of attitude in the TAM was not 
as important as it was originally purported. In related research, Venkatesh et al. (2003) 
reviewed literature on technology adoption to examine the inconsistent effect of attitude 
in predicting behavioral intention. They found that the effect of attitude was insignificant 
when constructs such as effort expectancy were integrated to the model. Effort 
expectancy refers to “the degree of ease associated with the use of the system” 
(Venkatesh et al., 2003, p. 450). The authors explained that the impact of affective state 
(e.g., feelings, intrinsic motivation) may be controlled by effort expectancy when effort 
expectancy was present in the model.  
2.1.3 Perceived Value 
Value has been in the center of attention from a wide range of disciplines due to 
its conceptual importance in explaining human behavior. In economics, a number of 
researchers have attempted to explain individuals’ consumption choices or decision 
making based on value (Debreu, 1959; Kahneman & Tversky, 1979; Marx, 1971). 
According to Mises (1996), value is determined by the importance individuals place on 
one choice among other alternatives to achieve their desired consumption goals. The 
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basic assumption behind value is that one’s behavior is driven by one’s perceived value 
in a given consumption context.  
In the field of consumer behavior, researchers have paid a great amount of 
attention on defining the concept of perceived value, as ‘value creation’ emerges as an 
important topic in both academia and industry (Sánchez-Fernández & Iniesta-Bonillo, 
2007). According to Wang et al. (2004), the creation of consumer value is critical 
because companies can build and sustain a competitive advantage in the marketplace. 
Consumers’ perceived value significantly influences consumer choices concerning the 
selection and consumption of products and services (Bettman, Luce, & Payne, 1998). 
Due to the wide interest and the complex, multifaceted nature of perceived value (Babin, 
Darden, & Griffin, 1994; Lapierre, 2000), researchers have come up with various 
conceptualizations of consumers’ perceived value to explain consumer behavior.  
One major research stream concerning consumers’ perceived value is based on 
the acquisition dimension of value. According to Monroe (2003), consumers’ perception 
of value reflects a trade-off between the perceived quality or benefits of the product and 
the perceived sacrifice by paying the price. In other words, price and quality are the most 
salient components of sacrifices and benefits of perceived value (Lichtenstein, 
Netemeyer, & Burton, 1990). However, Kim et al. (2007) suggested that this trade-off 
view represents a narrow approach to the concept because it is too simplistic to capture 
the full dimension of perceived benefits and sacrifices. Zeithaml (1988) offered a similar 
conceptualization but in a general perspective. According to the author, perceived value 
refers to “the consumer’s overall assessment of the utility of a product (or service) based 
on perceptions of what is received and what is given” (p. 14). Zeithaml (1988) argued 
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that the sacrifice components of perceived value not only include monetary prices but 
also include non-monetary prices such as time, energy, and effort. For example, when 
consumers try to purchase products or services, they need to invest their time to travel to 
stores or put efforts to search for product information and the best deal.  
The current research adopts Zeithaml’s (1988) conceptualization of perceived 
value as it provides a broader view of cost/benefit trade-offs perspective of consumers’ 
decision making. This conceptualization is adequate to examine mobile coupon service 
adoption because the coupon literature also emphasized the important role of consumers’ 
cost/benefit perceptions of using coupons on coupon redemption behavior (Mittal, 1994).  
2.2 Review of Related Research on Mobile Coupon Services 
There have been a few researchers examining adoption of mobile coupon 
services. Hsu, Wang, and Wen (2006) examined factors influencing attitude and 
behavioral intention of using a text message-based mobile coupon service sent using the 
decomposed theory of planned behavior. The sample of their study was 256 Taiwanese 
young people between 15 ~ 29 years old and the responses were collected via survey 
questionnaires. Using Structural Equation Modeling (SEM), they found that both attitude 
and perceived behavioral control impacted intention to use mobile coupons, but not 
subjective norms. Perceived ease of use and perceived usefulness were also significant 
determinants of attitude, but not personal innovativeness. Self-efficacy was the major 
determinant of perceived behavioral control.  
Later, Dickinger and Kleijnen (2008) investigated consumers’ intention to use a 
text –based mobile coupon service. The authors proposed a conceptual model based on 
the technology acceptance model and the theory of planned behavior. A survey was 
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conducted with 370 mobile phone users in Austria and their average age was 26.7 years. 
The data was analyzed using Mplus and Structural Equation Modeling (SEM). They 
found that redemption effort was a major factor influencing attitude and attitude 
significantly affected intention to redeem mobile coupons. Social norms and past use of 
coupons had no significant effect on intention to use mobile coupons.  
Subsequently, Jayasingh and Eze (2009) examined Malaysian consumers’ 
adoption of mobile coupons based on the extended technology acceptance model. Their 
sample of 824 mobile phone users in Malaysia was collected through a survey. 
Participants (90%) were between the ages of 19 to 33 years. With the use of Structural 
Equation Modeling (SEM), they found that perceived usefulness, perceived ease of use, 
perceived credibility, compatibility, social influence all had significant positive effects on 
behavioral intention, but not personal innovativeness.   
The aforementioned researchers did not include any construct related to 
enjoyment as they researched intention to use mobile coupon services, even though an 
affective construct (enjoyment) was found to be an important determinant of coupon 
usage (Bawa& Shoemaker, 1987; Shimp & Kanva, 1984; Mittal, 1994) as well as in the 
adoption of new technology (Kim et al., 2007; Ko et al., 2009). Moreover, all three teams 
of researchers focused on only a SMS-based mobile coupon service while there are 
various types of mobile coupon services within the current retailing context.  
Interested in uncovering determinants of adoption of mobile coupon services, Im 
and Ha (2012) investigated the characteristics of adopter categories and compared 
determinants of adoption decision among adopter categories based on diffusion of 
innovation theory and the technology acceptance model. A total of 611 responses from 
 20 
 
US consumers were collected via an online survey. The participants were clustered into 
four adopter categories using a SPSS TwoStep cluster analysis. Determinants of adoption 
intention were tested by regression analyses. Adopter categories were affected by 
different predictor variables. Perceived usefulness and subjective norm positively 
influenced the adoption decisions of innovative adopters, whereas only compatibility 
affected the adoption decisions of laggards. Perceived enjoyment and perceived ease of 
use had no effect on the adoption decision of any adopter categories.  
This overview of research relating to adoption of mobile coupon services has 
revealed a number of determinants of intention to use mobile coupons. Attitude and 
perceived usefulness were both major determinants of intention to use mobile coupon 
services. Perceived ease of use and redemption effort were identified as important factors 
affecting attitude. While these determinants have been identified as critical determinants 
of adoption intention of mobile coupons, it should be noted that the extant research was 
based in a general context, rather than focused on a specific retail industry context.  
2.3 Conceptual Model and Hypotheses Development 
Based on the review of theoretical framework and related research, this study 
proposes a conceptual model in the context of adoption of mobile coupon services by 
extending the TAM (see Figure 2.4). Acknowledging the limitations of TAM mentioned 
earlier, the model replaces attitude with perceived value of mobile coupon services. In 
addition, predictor variables are renamed from TAM or added to reflect the context of 
this study. Perceived usefulness and perceived ease of use variables of the original TAM 
were renamed as economic benefits and effort costs respectively. Psychological benefits 
and customization were added as predictor variables. Based on literature review 
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discussed in below, economic benefits, psychological benefits, customization were 
grouped to represent perceived benefits of mobile coupon services, and effort costs were 
chosen to represent perceived costs of mobile coupon services.  
 
Figure 2.4. Conceptual Model  
Perceived Benefits 
A literature review identified three key components of perceived benefits: 
economic benefits, psychological benefits, and customization.  
Economic Benefits. Consumers’ coupon usage could be explained as an attempt to 
maximize utility (Bawa & Shoemaker, 1987). The authors argued that the net benefits of 
using a coupon influence intention to redeem coupons. The net benefits are composed of 
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economic/psychological benefits and substitution/handling costs. Economic benefits are 
actual money saved from buying products at lower prices. Psychological benefits are 
satisfaction or enjoyment derived from consumers’ perception of themselves as efficient 
shoppers. Substitution costs refer to purchasing less-preferred brands to use the coupons. 
Lastly, handling costs are time and efforts required to use coupons. Among these factors, 
Kumar and Swaminathan (2005) demonstrated that the face value of a coupon such as 
economic savings was a major factor influencing consumers’ coupon redemption. 
Similarly, Raghubir (2004) found that the more consumers expect financial benefits of 
the coupon, the more positive attitudes toward the coupon. 
From the perspective of technology adoption, perceived economic benefits of 
mobile coupon services can be compatible with perceived usefulness in TAM because 
mobile coupon services are basically designed to provide consumers monetary savings. In 
other words, consumers’ primary motive of using mobile coupons services is to get 
discounts when purchasing products or services. Thus, economic benefits were defined as 
consumers’ perceptions of monetary savings resulting from using mobile coupon 
services. Consequently, the following hypothesis was proposed.  
 H1: Perceived economic benefits have a positive influence on perceived value of mobile 
coupon services.  
Psychological Benefits. Previous research on coupon redemption has proposed 
psychological benefits as one of the benefits that result from using coupons (Bawa & 
Shoemaker, 1987; Mittal, 1994; Shimp & Kavas, 1984). According to Mittal (1994), even 
though redeeming coupons entails effort, people may get pleasure from doing it. For 
example, finding the right coupon a consumer is looking for and redeeming it may give a 
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feeling of accomplishment. Also, consumers may enjoy redeeming coupons because they 
feel that they become efficient and smart shoppers (Bawa & Shoemaker, 1987; Shimp & 
Kavas, 1984). In other words, feelings of being competent and intelligent derived from 
using coupons contributes to consumers’ belief of themselves as efficient shoppers 
(Mittal, 1994; Schindler, 1989).  
Unlike paper-based coupons, mobile coupon services require people to use 
technology and individuals may enjoy the process of using technology. As stated in the 
discussion of TAM, perceived enjoyment reflects hedonic dimensions of the adoption of 
a new technology innovation (Kim et al., 2007). Researchers found a significant 
influence of perceived enjoyment on adoption of mobile Internet (Kim et al., 2007) and 
mobile commerce (Ko et al., 2009). Therefore, when consumers intend to use mobile 
coupon services, they may gain psychological benefits not only from redeeming the 
coupon itself but also from using the mobile technology. In the context of mobile 
coupons, the author defines psychological benefits as the feelings of competence and 
enjoyment derived from the act of using mobile coupon services. Therefore, the 
following hypothesis was developed.  
H2: Psychological benefits have a positive influence on perceived value of mobile 
coupon services.  
Customization. Customization refers to the tailoring of products or services based on 
consumers’ personal information such as their preferences and tastes (Chellappa & Sin, 
2005). According to Mittal and Lassar (1996), customized service offered by a service 
provider may enhance consumers’ perceived service quality and satisfaction. One of the 
advantages of mobile coupons over traditional paper coupons is that mobile coupons can 
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be customized. For example, consumers can customize the time and frequency of 
receiving mobile coupons and get customized coupon deals based on their preferred 
product categories. In the context of mobile advertising, Xu (2006) found that 
customization was one of the major factors which influenced consumers’ attitude toward 
mobile advertising. In the context of web interaction, a higher level of customization of 
web pages increased the perceived interactivity of websites (Wu& Wu, 2006). The 
current research defines customization as the extent that consumers can tailor delivery of 
mobile coupons based on their personal preferences and needs.  
H3: Customization has a positive influence on perceived value of mobile coupon 
services.  
Perceived Costs 
The costs components of perceived value include both monetary costs and non-
monetary costs (Zeithaml, 1988). Monetary costs refer to the actual monetary costs paid 
by consumers to purchase products or services, and non-monetary costs refer to time and 
efforts spent by consumers in association with consumers’ consumption of products or 
services. In the context of mobile coupons, receiving and using mobile coupons do not 
require the actual monetary spending. Most retailers offer mobile coupon services free of 
charge. On the other hand, non-monetary costs such as effort and time are the major 
determinants of the cost associated with redeeming coupons (Bawa & Shoemaker, 1987; 
Mittal, 1994). Therefore, effort costs were suggested as component of perceived costs of 
mobile coupon services.      
Effort Costs. Effort cost refers to the effort and time devoted by consumers to search for 
coupons and to handle them (Bawa & Shoemaker, 1987). Previous researchers have 
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documented that effort costs are an important factor that negatively influences the 
evaluation of coupons (Ramaswamy & Srinivasan, 1998). According to Ramaswamy and 
Srinivasan (1998), redeeming coupons requires some planning and implementation effort 
such as scanning, evaluation, and organizing. In other words, redeeming coupons is an 
effort-entailing activity which requires a series of steps (Mittal, 1994).  As presented 
earlier, Bawa and Shoemaker (1987) found that the net benefits of using a coupon 
impacted consumer’s intention to redeem the coupon. The higher the effort required to 
use a coupon, the lower the net benefit expected from a consumer in regards to using a 
coupon.  
Although the process of redeeming mobile coupons is different from traditional 
paper coupons in that it is free from cutting and organizing, consumers still need to put 
effort in searching, registering with a retailer’s management system, or downloading 
relevant mobile apps to use mobile coupons. Explaining the effort required redeeming 
mobile coupons, Dickinger and Kleijnen (2008) stated that consumers may face 
challenges in technical skills to deal with the functionality of mobile phones. The authors 
found that the redemption effort had a negative impact on attitude toward mobile coupons 
and it was found to be the major determinant of attitude among other factors.  
According to the TAM, perceived ease of use is defined as the level of 
individuals’ perception of freedom from great effort of using a particular system or 
technology. In the context of mobile coupon services, this construct could be 
operationalized as effort costs. In this study, the author defined effort costs as the efforts 
and time devoted by consumers to search and redeem mobile coupons with the use of 
technology. Therefore, the author proposed the following hypothesis. 
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H4: Effort costs have a negative influence on perceived value of mobile coupon services. 
The Influence of Perceived Value on Adoption Intention of Mobile Coupon Services 
Researchers have demonstrated that perceived value may explain individuals’ 
technology adoption behavior because both perceived value and technology acceptance 
are the results of cognitive decision (Turel, Serenko, & Bontis, 2007). Turrel and his 
colleagues (2007) examined adoption of wireless short message services by testing a 
model from the perspective of consumers’ perceived value. The results showed that 
perceived value of SMS positively influenced behavioral intentions to use SMS. 
Similarly, the positive relationship between perceived value and adoption intention has 
been confirmed in the context of mobile internet (Kim et al., 2007) and mobile 
transaction services (Kleijnen, De Ruyter, & Wetzels, 2007). For the currents study, 
perceived value was defined as consumers’ overall perception of mobile coupon services 
resulting from the considerations of their costs and benefits of using them. Based on the 
empirical research, the following relationship was hypothesized. 
H6: Perceived value of mobile coupons has a positive influence on adoption intention of 
mobile coupon services. 
Coupon Delivery Method (Pull vs. Push) 
As stated earlier, there are generally two types of methods that mobile coupons 
can be delivered – push and pull methods. In this research, the author chooses a SMS-
based mobile coupon service was identified as the representative of the push method and 
an app-based mobile coupon service was identified as the representative of the pull 
method.  
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Emphasizing the effect of type of mobile advertising (pull vs. pull) on consumers’ 
perceived value, Unni and Harmon (2007) investigated consumer evaluations of mobile 
location-based advertising (LBA). According to the authors, consumers’ need or desire is 
the driver of using pull-based mobile advertising. On the other hand, push-based mobile 
advertising tends to be interrupting because marketers send advertising messages 
regardless of consumers’ intentions. Based on this reasoning, the authors proposed that 
pull-based mobile advertising would have higher consumers’ perceived value, perceived 
benefits, and intentions to sign up than would push-based mobile advertising. An 
experimental design was used to test the proposed hypotheses. The results confirmed that 
perceived value, perceived benefits, and intention to sign up for mobile advertising were 
greater for the pull-based mobile advertising than the push-based mobile advertising.  
In terms of an interaction with mobile devices, Karlsson and Djabri (2001) found 
that a dynamic interaction with mobile devices invoked more positive affect from the 
user. Mobile apps tend to allow more interaction with consumers than text messages as 
mobile apps provide a platform where consumers can navigate and search for 
information. On the other hand, text messages tend to be a one-way communication since 
the content of the message are decided on by retailers instead of consumers. Therefore, it 
can be assumed that consumers who use an app-based mobile coupon service may 
perceive more psychological benefits than from using a SMS-based mobile coupon 
service. Moreover, an app-based mobile coupon service may be sensitive to consumers’ 
preferences and needs. Based on the review of Unni and Harmon’s (2007) research and 
the afore reasoning, it was predicted that the type of the coupon delivery method could 
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impact consumers’ general evaluations of the mobile coupon services. Therefore, the 
following hypothesis was developed.  
H7: There is a main effect of the type of the coupon delivery method (SMS-based vs. 
app-based) on each of the following: (a) economic benefits, (b) psychological benefits, 
(c) customization, (d) effort costs, (e) perceived value, and (f) adoption intention.  
2.4 Control Variables  
Prior research on information technology adoption studies point a number of 
additional factors that should be included because of their potential influence on the 
dependent and mediating variables in the research model. Therefore, the two control 
variables were identified to further refine the influence of the main independent variables.   
Prior Experience with Mobile Coupons. To date, researchers interested in technology 
adoption have identified that a moderating role of prior experience on the relationship 
between the independent and dependent variables. Tompson, Higgins, and Howell (1994) 
proposed that prior experience with an information technology (IT) should be viewed as 
an important factor when examining technology adoption. The authors found a significant 
direct influence of prior experience on technology adoption. Moreover, experience has 
been regarded as being important in identifying differences among individual adopters 
(Kim, 2008). For example, prior experience with a similar technology was found to be a 
major factor influencing an individual’s attitude in adoption decisions of the focal 
technology (Kim, 2008). In line with these findings, prior experience was treated as a 
control variable influencing adoption intention of mobile coupon services.  
Personal Innovativeness. According to Rogers (1995)’s Innovation Diffusion Theory, 
personal innovativeness is one of the important criteria that distinguishes different 
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adopter groups when individuals adopt a new technology. Personal innovativeness refers 
to “the willingness of an individual to try out any new information technology” (Agarwal 
& Prasad, 1998; p.206). Roger (1995) demonstrated that highly innovative individuals 
tend to develop positive intentions toward adopting a new technology because they 
actively seek for new ideas and are able to handle high levels of uncertainty. Consistent 
with this notion, Lu, Yao, and Yu (2005) found that personal innovativeness significantly 
influenced both perceived usefulness and perceived ease of use of wireless Internet 
services via mobile technology.  Thus, personal innovativeness was identified as a control 
variable for adoption intention of mobile coupon services.  
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CHAPTER 3: METHODOLOGY 
This chapter describes this study’s research methodology. First, the conceptual 
model and hypotheses are restated. Next, research design, sampling frame, and 
instrument development procedures are presented. Lastly, the data collection procedure 
and the data analysis technique are described.  
3.1 Conceptual Model and Hypotheses  
 
Figure 3.1 Conceptual Model  
H1: Economic benefits have a positive influence on perceived value of mobile coupon 
services. 
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H2: Psychological benefits have a positive influence on perceived value of mobile 
coupon services. 
H3: Customization has a positive influence on perceived value of mobile coupon 
services. 
H4: Effort costs have a negative influence on perceived value of mobile coupon services. 
H5: Perceived value of mobile coupon services has a positive influence on adoption 
intention of mobile coupon services.  
H6: There is a main effect of the type of the coupon delivery method (SMS-based vs. 
app-based) on each of the following: (a) economic benefits, (b) psychological benefits, 
(c) customization, (d) effort costs, (e) perceived value, and (f) adoption intention.  
3.2 Research Design 
Quantitative methods over qualitative methods were chosen for this study because 
interest was centered on testing hypothesized relationships between variables. 
Quantitative methods allow us to predict scores on one variable from scores on other 
variables by collecting quantitative data which are analyzed based on mathematical 
methods (Muijs, 2010). Among the different data collection methods, an online survey 
methodology was employed. Online surveys are becoming a major force in research and 
have many advantages over other formats (Evans & Mathur, 2005). First of all, online 
surveys enable individuals to collect large-scale data in a fast and inexpensive way thanks 
to the technology (Sue & Ritter, 2012). For example, when the sample size is large and 
distributed in a vast geographic region, online would be cost-effective than other methods 
such as telephone and face-to-face surveys as the number of participants increase (Sue & 
Ritter, 2012). Also, unlike paper questionnaires, online questionnaries can be easily 
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tailored to each respondent as he or she proceeds, because follow-up questions can be 
chosen depending on the answer to a previous question. In other words, online 
questionnaires are effective for asking contingency questions because of the automatic 
skip function which helps to avoid logical inconsistency (Sue & Ritter, 2012). 
Furthermore, online surveys are useful and convenient for researchers because the data 
can be easily exported to specialized statistical software or spreadsheets, which 
significantly reduces time and efforts tied to manually inputting the data. 
3.3 Population  
The population of this study was U.S. smartphone users between 18 to 34 years of 
age. Young consumers were selected because they have been identified as representing 
the mainstream mobile coupon user (Forrester Research, 2010) and early adopters of 
mobile coupon services (Im & Ha, 2012). Over time, products or services adopted by this 
young consumer group tend to be successively adopted by older age groups (Koenig-
Lewis, Palmer, & Moll, 2010). One of the objectives of this study was to examine two 
types of mobile coupon services; app-based vs. SMS-based, smartphones users were 
chosen as the population because participants from which to draw a sample should be 
able to download apps, connect to the Internet, and receive text messages in order to 
examine the proposed research objective.  
3.4 Sampling Frame 
Participants were recruited using Amazon.com’s Mechanical Turk (MTurk), 
which is an online data collecting service. Collecting data from MTurk has been 
increasingly popular among academic researchers (Paolacci, Chandler, & Ipeirotis, 2010) 
because the demographic characteristics of MTurk participants are more representative of 
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the U.S. population than undergraduate students and convenience samples of adults 
(Berinsky, Huber, & Lenz, 2010). 
3.5 Instrumentation 
This study involved six main variables and two control variables as indicated in 
the conceptual model.  All measurement items were adopted, modified, or developed 
based on a review of literature. Table 2 illustrates the measurement items and reported 
Cronbach’s alpha.  Participants responded to all measures using a 7-point Likert scale 
ranging from 1(strongly disagree) to 7(strongly agree).  
Adoption Intention. Adoption intention was measured by two items that describe 
consumers’ intention to use a mobile coupon service in the future (Davis et al., 1989).  
Kim et al. (2007) reported that the scale was reliable (Cronbach’s alpha = .83).  
Perceived Value. Perceived value was measured using four items. The items 
assessed the perceived value of the mobile coupon services considering time, effort, and 
benefits, and three items were adopted and modified (Chu & Lu, 2007; Lloyd & Luk, 
2010) and one item was created by the researcher. The reported Cronbach’s alpha 
coefficient for the items ranged from .85 to .93 (Chu & Lu, 2007; Lloyd & Luk, 2010).  
Economic Benefits. Economic benefits were measured by two items asking the 
perceived financial savings result from using mobile coupons (Dickinger & Kleijnen, 
2008). The reported Cronbach’s alpha coefficient was .82 (Dickinger & Kleijnen, 2008).  
Psychological benefits. Psychological benefits were measured by three items 
(Kim et al.,2007; Lichtenstein et al., 1990) and the reported Cronbach’s alpha coefficient 
was .84 (Kim et al.,2007).  
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Customization. Customization was measured using three items (Xu, 2006) and 
the reported Cronbach’s alpha coefficient was .90.  
Effort Costs. Effort costs were measured by five items that describe consumers’ 
perception of efforts and time needed to use mobile coupon services (Dabholkar & 
Bagozzi, 2002; Mittal, 1994; Ramaswamy & Srinivasan, 1998). The reported Cronbach’s 
alpha coefficient ranged from .89 to .90.  
Personal Innovativeness. This control variable was measured by three items 
(Roger, 1995). Lee, Qu, and Kim (2007) confirmed that the measure was reliable 
(Cronbach’s alpha = .87).  
Prior experience. Another control variable prior experience was measured by 
asking participants whether they had used any types of mobile coupons in the past six 
months. If respondents answered yes, they were asked to indicate how many times they 
have used mobile coupons and the methods that they have used to receive mobile 
coupons. If they answered no, no more questions related to prior experience of using 
mobile coupons were asked.  
Perceived Control. For the purpose of describing the characteristic of the two 
different coupon services, one item measuring perceived control in searching for mobile 
coupons was included. The item was “With this mobile coupon service, I have full 
control over searching for mobile coupons when I want to.” It was assessed by a 7-point 
Likert scale ranging from 1(strongly disagree) to 7(strongly agree). 
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Table 3.1 
Measurement Items and the Reliability Reported  
Construct Items 
Reported 
Cronbach’s α 
Adoption Intention 
(Davis et al., 1989) 
I intend to use this mobile coupon 
service in the future. 
.83 
I predict I would use this mobile coupon 
service in the future. 
 
 
Perceived Value of 
Mobile Coupon 
Services (Chu& Lu, 
2007; Lloyd & Luk, 
2012) 
Overall, the value of this mobile coupon 
service at this retailer would be high. 
.85~.93 
I would consider this mobile coupon 
service to be a good value. 
 
Compared to what I have to give up 
(e.g. time/effort), the use of this mobile 
coupon service would be worthwhile to 
me. 
 
Using this service would make 
couponing easy. 
 
 
Economic Benefits 
(Dickinger & Kleijnen) 
This mobile coupon service would save 
me a lot of money. 
.82 
I believe that the financial gain from 
using this mobile coupon service would 
be worthwhile.  
 
 
Psychological Benefits 
(Kim et al.,2007; 
Lichtenstein et al., 
1990) 
I would enjoy using this mobile coupon 
service. 
.84 
I would have fun using this mobile 
coupon service. 
 
Beyond the money I save, redeeming 
coupons via this mobile coupon service 
would give me a sense of joy. 
 
 
Customization (Xu, 
2006) 
This mobile coupon service could be 
customized for my use. 
.90 
This mobile coupon service would 
provide customized coupons to me. 
 
This mobile coupon service would be  
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sensitive to my preferences and needs. 
 
Effort Costs (Dabholkar 
& Bagozzi, 2002; 
Mittal, 1994; 
Ramaswamy & 
Srinivasan, 1998) 
It would be time consuming to use this 
mobile coupon service. 
.89~.90 
It would be complicated to use this 
mobile coupon service. 
 
It would be a hassle to search for mobile 
coupons via this service. 
 
It would be difficult to use this mobile 
coupon service. 
 
It would take a lot of effort to 
understand how to use this mobile 
coupon service. 
 
 
Personal Innovativeness 
(Roger, 1995) 
If I heard about a new information 
technology, I would look for ways to 
experiment with it. 
.87 
Among my peers, I am usually the first 
to try out new information technologies. 
 
I like to experiment with new 
information technologies. 
 
 
Prior Experience I had used any types of mobile coupons 
in the past six months. 
 
n/a 
Perceived Control With this mobile coupon service, I have 
full control over searching for mobile 
coupons when I want to. 
n/a 
 
3.6 Pilot study  
A pilot study was conducted to assess the clarity and wording of questions and to 
gauge the duration of the study. To test the face validity of the measurement scales, seven 
experts were invited to assess face validity. They consisted of two professors in retail 
merchandising and consumer studies, one professor in housing studies, and four graduate 
students in retail merchandising and consumer studies. They were provided with the 
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initial survey questionnaire and then asked to review and refine the questionnaire. Based 
on their feedback, items were modified to better reflect the purpose of the study (see 
Table 3.2).  
Table 3.2 
Face Validity Testing  
Construct 
The initial survey 
questionnaire 
The revised survey 
questionnaire 
Adoption Intention 
 
I plan to use this mobile 
coupon service in the future 
The item was excluded 
because it overlapped with 
other items.  
Perceived Value The use of this mobile 
coupon service offers value 
for money 
I would consider this mobile 
coupon service to be a good 
value. 
 Compared to the effort I need 
to put in, the use of this 
mobile coupon service is 
beneficial to me 
Compared to what I have to 
give up (e.g. time/effort), the 
use of this mobile coupon 
service would be worthwhile 
to me. 
 Compared to the time I need 
to spend, the use of this 
mobile coupon service is 
worthwhile to me 
Using this service would 
make couponing easy. 
Psychological Benefits 
 
Using mobile coupons via 
this service would make me 
feel like a smart-shopper.   
The item was excluded 
because the term smart-
shopper can be also 
conceptually related to the 
construct economic benefits.  
Customization  
 
This mobile coupon service 
could be personalized for my 
use.  
This mobile coupon service 
could be customized for my 
use 
 This mobile coupon service 
would provide personalized 
coupons to me.  
This mobile coupon service 
would provide customized 
coupons to me. 
 
Furthermore, to ensure the reliability of the measurement items, a pilot online 
survey was conducted based on the modified questionnaire. Thirty-eight undergraduate 
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students in the retail merchandising program at the University of Minnesota were 
recruited to participate in exchange for course extra credit. They participated in the 
research by clicking the URL link that was distributed by the researcher via email. The 
results indicated that the Cronbach’s alpha coefficients of all constructs were greater than 
.80 (see Table 3.3) which met the guideline provided by Cortina (1993).  Therefore, the 
measurement items were used for the main data collection.  
Table 3.3 
Reliability of Measurement Items of Pilot Study 
Construct Cronbach’s α 
Adoption Intention .96 
Perceived Value of Mobile Coupon Services .91 
Economic Benefits .89 
Psychological Benefits .87 
Customization .87 
Effort Costs .89 
Personal Innovativeness .89 
 
3.7 Main Data Collection and Survey Procedure  
There were several stages to the main data collection. First, participants read a 
brief introduction about the survey posted on the MTurk website, and if they were 
interested in participating, were instructed to click on the URL link to the questionnaire. 
On the first page of the online questionnaire, they were asked to read the consent form 
(see Appendices). On the next page, all participants began by answering pre-session 
questions about their personal information (e.g. current smartphone usage, age) as 
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screening questions. If participants answered “No” to the smartphone usage question, 
they were directed out of the research. If participants indicated “Yes” to the smartphone 
usage question, they saw another screening question which asked them to indicate their 
age. If the subjects were between 18 to 34 years old, they were asked to continue with the 
research. If the subjects were below 18 or over 34 years old, they were automatically 
exited from the research.  
Participants were randomly assigned one of the two treatment scenarios which 
introduced a hypothetical apparel retailer’s mobile coupons service. The participants 
were either presented with the introduction of the apparel retailer’s app-based or text 
message-based mobile coupon service. Participants read the instructions that said 
assessing their views of the apparel retailer's mobile coupon service was a particular 
interest in this study. Then, they were asked to assume they were as a potential customer 
of the apparel retailer described on the next page. On the next page, they were presented 
with information about the retailer’s mobile coupon service (see Appendices). Next, 
participants were directed to answer the measurement items of adoption intention of 
mobile coupon services, perceived value of mobile coupon services, perceived 
economic/psychological benefits, effort costs, personal innovativeness, prior experience 
with using mobile coupons, and to supply some demographic information. Upon the 
completion of the questionnaire, participants were given a verification code number 
which could be used to receive a reward from the MTurk website. Participants who 
completed entering the verification code received $0.60 as a monetary reward for their 
participation. The questionnaire was designed to be completed in about 10 minutes. The 
data collection process continued until 430 usable questionnaires were attained. 
 40 
 
3.8 Statistical Data Analysis Techniques Applied 
Multiple Regression Analysis  
In this study, multiple regression analysis was chosen as the data analysis 
technique because it logically expresses the relationship between a dependent variable 
and a set of related predictor variables with the use of an equation (Montgomery, Peck, & 
Vining, 2012). A set of predictor variables can be entered either simultaneously or 
hierarchically in multiple regression analysis (Roediger et al., 2001). For simultaneous 
multiple regression, all predictor variables are entered in a single step to compete for 
shared variance in the dependent variable. For hierarchical multiple regression analysis, 
predictor variables are entered into the equation in a particular order to control variables 
or to give greater priority to earlier variables than later ones.  For the purpose of this 
study, both simultaneous and hierarchical multiple regression analyses were applied to 
examine the hypothesized relationships between dependent and predictor variables.  
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CHAPTER 4: RESULTS 
This chapter describes this study’s results. First, a description of the sample 
characteristics and the results of statistical assumptions are presented. Second, the 
analyses conducted to test proposed hypotheses are described.  
4.1 Sample Characteristics 
Table 4.1 illustrates an overview of the characteristics of the samples. A total of 
428 out of 525 people were eligible to participate in the survey. The number of 
respondents for the SMS-based and app-based conditions were 205 and 223 respectively. 
Chi-square and t-test analyses were first applied to detect any notable discrepancies in 
demographic characteristics between the two groups. As shown in Table 4.2 and 4.3, 
there were no significant group differences in the key demographic variables. Overall, the 
mean age of the respondents was 26.7 years old and 66 % were male. More than 82% of 
respondents had used a smartphone for at least one year and 53% of the respondents had 
used a mobile coupon service in the past six months.  
Table 4.1 
Sample Characteristics 
  SMS-based (n = 205) App-based (n = 223) 
Variable Category Frequency % Frequency % 
Age 18-21 years old 24 11.7 25 11.2 
 22-25 years old 63 30.7 71 31.8 
 26-29 years old 60 29.3 68 30.5 
 30-34 years old 58 28.3 59 26.5 
Gender Male 141 68.8 141 63.2 
 Female 64 31.2 82 36.8 
Income Below $10.000 27 13.2 41 18.4 
 $10,000~$29,999 66 32.2 63 28.3 
 $30,000~$49,999 68 33.2 68 30.5 
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 $50,000~$69,999 25 12.2 38 17.0 
 $70,000~$89,999 12 5.9 8 3.6 
 $90,000 or more 7 3.4 5 2.2 
Education Less than High School 1 .5 1 .4 
 High School/GED 19 9.3 28 12.6 
 Some College 75 36.6 67 30.0 
 2-Year College Degree 
(Associates) 
16 7.8 27 12.1 
 4-Year College Degree 
(BA/BS) 
79 38.5 80 35.9 
 Master's Degree 11 5.4 13 5.8 
 Doctoral Degree 1 .5 2 .9 
 Professional Degree 
(MD/JD) 
3 1.5 5 2.2 
Smartphone 
Experience 
Less than 6 months 8 3.9 6 2.7 
6 months ~ 1 year 20 9.8 25 11.2 
More than 1 year ~ 2 
years 
24 11.7 41 18.4 
More than 2 years ~ 3 
years 
40 19.5 37 16.6 
 More than 3 years 113 55.1 114 51.1 
Mobile 
Coupon 
Experience 
Yes 120 58.5 107 48 
No 85 41.5 116 52 
Mobile 
Coupon Type 
Store-specific apps 87 72.5 73 68.2 
Couponing apps 63 52.5 65 60.7 
Text messages 65 54.2 36 33.6 
E-mails 86 71.7 67 62.6 
Social Media 45 37.5 32 29.9 
 
Table 4.2 
Sample Comparison: Chi-square tests 
Variable χ2 df p-value 
Gender 1.47 1 .23 
Education 5.25 7 .63 
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Table 5.3 
Sample Comparison: t-tests 
Variable 
Delivery 
Method 
n M t-statistic p-value 
Age Text 205 26.75 .023 .82 
 App 223 26.61   
Income1 Text 205 2.76 .83 .41 
 App 223 2.66   
1Mean scores are based on a 6 point scale (1= Below $10.000, 2=$10,000~$29,999, 
3=$30,000~$49,999, 4=$50,000~$69,999, 5=$70,000~$89,999, 6=$90,000 or more).  
 
4.2 Testing Statistical Assumptions 
To test necessary data conditions associated with a multiple regression analysis, 
mulitcollinearity, homescedasticity, linerity, and residual errors were examined.    
Multicollinearity. To assess multicollinearity, correlations among predictor 
variables were examined. The correlations between economic benefits and value were 
high (.81). Also, correlations between psychological benefits and value (.77) and 
psychological benefits and economic benefits (.78) were strong. The other correlations 
were moderate or weak. To further examine this assumption, the variance inflation factor 
(VIF) another way to assess multicollinearity was examined. A range of five to ten has 
been suggested as a recommended maximum VIF value (Hair et al., 1995; Rogerson, 
2001). The results showed that the VIF values were less than 4.12, indicating that 
multicollinearity was not likely to be an issue.  
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Table 6.4 
Correlation Analysis between the Constructs and Collinearity Statistics 
 
Construct PV EB PB CU EC 
PV 1 .81** .77** .48** -.62** 
EB  1 .78** .52** -.48** 
PB   1 .51** -.46** 
CU    1 -.29** 
EC     1 
Collinearity 
Statistics 
     
Tolerance .24 .28 .31 .66 .61 
VIF 4.11 3.64 3.23 1.51 1.63 
Note: PV: perceived value, EB: economic benefits, PB: phychological benefits, CU: 
customization, EC: Effort costs. 
***p<0.01 
Linearity. Scatter plots including the predictor variables on the x-axis and the 
dependent variable on the y-axis with a regression line showed moderate linear 
relationships (see Figure 4.1). Therefore, it was concluded that the linearity assumption 
was not violated.  
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Figure 4.1. Linear relationships of adoption intention with predictor variables  
 
Homoscedasticity. To assess the homoscedasticity assumption, the plot of the 
standardized residuals against the standardized predicted values was created. It showed 
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that the points appeared to be scattered randomly on the plot and the scatter seemed 
similar above and below the horizontal line set at 0 (see Figure 4.2). Therefore, it was 
concluded that the data did not violate the homoscedasticity assumption.  
 
Figure 4.2. Homoscedasticity assumption test. 
 
Normal Residual Errors. To assess whether residual errors were normally 
distributed, a histogram and the normal probability plot were created. They suggested that 
there was no marked skewness and the residuals were approximately normally 
distributed, although not perfectly so (see Figure 4.3). 
 47 
 
 
Figure 4.3. Normal residual errors assumption tests. 
 
4.3 Preliminary Data Analysis 
Factor Analysis. Exploratory factor analysis using a varimax rotation was 
conducted for each of the seven constructs independently to assure unidimensionality 
within each construct. Factor loadings for all items were higher than .80. Therefore, all 
items were retained and the unidimensionality of each variable was confirmed (see Table 
4.5). Means of summed multiple item scores were used as research variables.   
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Table 7.5 
Exploratory Factor Analysis 
 Factor Loadings Eigenvalue % of Variance 
Explained 
 Adoption Intention  1.93 96.28 
   AI1 .98   
   AI2 .98   
Perceived Value  3.25 81.13 
   PV1 .91   
   PV2 .93   
   PV3 .90   
   PV4 .87   
Economic Benefits  1.78 88.93 
   EB1 .94   
   EB2 .94   
Psychological Benefits   2.62 87.33 
   PB1 .94   
   PB2 .95   
   PB3 .91   
Customization  2.56 85.23 
   CU1 .91   
   CU2 .93   
   CU3 .93   
Effort Costs  4.09 81.76 
 49 
 
   EC1 .85   
   EC2 .94   
   EC3 .90   
   EC4 .93   
   EC5 .89   
Personal 
Innovativeness 
 2.37 78.99 
   PI1 .88   
   PI2 .87   
   PI3 .91   
 
Reliabilities. The reliability of items addressing each variable was checked with 
Cronbach’s alpha. All measures demonstrated good reliability with values at above .83 
(see Table 4.6).  
Table 8.6 
Means, Standard Deviations, and Reliabilities of Variables 
 SMS-based (n = 205) App-based (n = 223) 
Variable 
Number of 
Variables 
α Mean SD α Mean SD 
AI 2 .96 4.97 1.63 .96 5.47 1.38 
PV 4 .92 5.12 1.39 .91 5.57 1.17 
EB 2 .88 4.98 1.28 .84 5.29 1.11 
PB 3 .94 4.56 1.52 .91 4.87 4.72 
CU 3 .90 4.84 1.24 .93 5.03 1.14 
EC 5 .95 2.75 1.40 .94 2.77 1.37 
PI 3 .88 5.26 1.11 .83 5.26 1.06 
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4.4 Comparison of Perceived Control in Searching for Mobile Coupons 
A one-way analysis of variance (ANOVA) was performed for the measurement 
item of perceived control in searching for mobile coupons. It was revealed that there was 
a significant mean difference between the two conditions (MSMS = 4.47, Mapp = 5.55; F(1, 
426) = 80.94, p < 0.001) and the mean was higher for the app-based condition than the 
SMS-based condition. This result indicated the different characteristic of the coupon 
delivery methods (push and pull) as stated earlier.  
4.5 Influence of Control Variables  
Prior to testing the proposed hypotheses, proposed control variables were 
examined for their influence on the dependent variable. Regression analyses were 
conducted separately for each condition. For the SMS-based condition, prior experience 
had a significant impact on adoption intention (β = -.27, p < 0.001). Personal 
innovativeness did not have a significant effect on the dependent variable (β = .13, p = 
.05). The R-squared value (R2 = .10) indicated that 10 % of the variability in the 
dependent variable was explained by (see Table7).  
For the app-based condition, both prior experience (β = -.20, p<0.001) and 
personal innovativeness (β = .27, p<0.001) had significant effects on adoption intention. 
These variables accounted for 14% of the variance (R2= .14) (see Table 8). Overall, it can 
be concluded that prior experience and personal innovativeness were appropriately 
selected as control variables when examining intention to use mobile coupon services.  
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Table 9.7 
Influence of Control Variables on Adoption Intention for the SMS-based Mobile Coupon 
Service Condition 
Control Variables 
Standardized 
Coefficients 
t R2 F 
Prior Experience -.27*** -4.04 .10 11.76*** 
Personal Innovativeness .13 1.96   
Note. ***p < .001. 
Table 10.8 
Influence of Control Variables on Adoption Intention for the App-based Mobile Coupon 
Service Condition 
Control Variables 
Standardized 
Coefficients 
t R2 F 
Prior Experience -.20** -3.17 .14 17.26*** 
Personal Innovativeness .27*** 4.23   
Note. ***p < .001. 
4.6 Hypotheses Testing  
To test proposed hypotheses 1 to 4, multiple regression analyses were conducted 
for each condition.  Economic benefits, psychological benefits, customization, and effort 
costs was entered as predictor variables. Adoption intention was entered as the dependent 
variable. The results of the SMS-based condition showed that both economic benefits (β 
= .40, p < .001) and psychological benefits (β = .35, p < .001) had significant positive 
influences on perceived value of mobile coupon services. Customization did not have an 
effect on perceived value (β = .00, p = .96). Effort costs had a negative influence on 
perceived value as indicated in the hypothesis 4 (β = -.285, p < .001) (see Table 4.9). 
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Table 11.9 
Results of Multiple Regression Analysis to Predict Perceived Value of the   
SMS-based Mobile Coupon Service  
Constructs 
Standardized 
Coefficients 
t R2 F 
Economic Benefits .40*** 7.24 .78 179.29*** 
Psychological 
Benefits 
.35*** 5.81   
Customization .00 .05   
Effort Costs -.29*** -7.38   
Note.*p < .05. **p < .01. ***p < .001. 
 
The results for the app-based condition were similar to the results of the SMS-
based condition. Economic benefits (β = .52, p < .001) and psychological benefits (β = 
.21, p < .001) had significant positive influences on perceived value of mobile coupon 
services, whereas customization did not have a significant influence on perceived value 
(β = -.01, p = .90). Effort costs had a significant negative influence on perceived value (β 
= -.27, p < .001) (see Table 4.10). To summarize, hypotheses 1, 2, and 4 were supported 
for both conditions.  
Table 12.10 
Results of Multiple Regression Analysis to Predict Perceived Value of the App-based 
Mobile Coupon Service  
 
Constructs 
Standardized 
Coefficients 
t R2 F 
Economic Benefits .52*** 8.84 .73 149.58*** 
Psychological 
Benefits 
.21*** 3.68   
Customization -.01 -.13   
Effort Costs -.27*** -6.61   
Note.*p < .05. **p < .01. ***p < .001. 
 
Hypothesis 5 proposed that perceived value of mobile coupon services 
significantly influences adoption intention of mobile coupon services. As a first step, 
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hierarchical analyses were performed to control for both prior experience and personal 
innovativeness. The results for both conditions showed that after controlling the two 
control variables, perceived value significantly influenced adoption intention (SMS: β = 
.85, p < .001, R2 = .76; App: β = .84, p < .001, R2 = .76) (see Tables 4.11 and 4.12). 
Therefore, hypothesis 5 was supported.  
Table 13.11 
Results of Hierarchical Regression Analysis to Predict Adoption Intention of    
the SMS-based Mobile Coupon Service  
 
  Standardized β 
  Step 1 Step 2 
Control 
Variables 
 
 
Construct 
Prior Experience  -.27*** -.10** 
Personal 
Innovativeness 
 
.13 -.047 
Perceived  Value 
 
 .85*** 
 R2 .10*** .76*** 
 Δ R2 .10*** .66*** 
Note.*p < .05. **p < .01. ***p < .001. 
 
Table 14.12 
Results of Hierarchical Regression Analysis to Predict Adoption Intention of    
the App-based Mobile Coupon Service  
 
  Standardized β 
  Step 1 Step 2 
Control 
Variables 
 
 
Construct 
Prior Experience  -.20*** -.045 
Personal 
Innovativeness 
 
.27*** .047 
Perceived  Value 
 
 .84*** 
 R2 .14*** .76*** 
 Δ R2 .14*** .62*** 
Note.*p < .05. **p < .01. ***p < .001. 
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An additional hierarchical regression analysis was performed for adoption 
intention to assess the contribution of the independent variables and to test the mediating 
effect of perceived value between three constructs (economic benefits, psychological 
benefits, and effort costs) and adoption intention. As a first step, prior experience and 
personal innovativeness were controlled. As a second step, economic benefits, 
psychological benefits, and effort costs were entered. Since customization did not have a 
significant effect on perceived value, it was excluded from the regression model. Lastly, 
perceived value was added as a third step.  
For the SMS-based condition, the three constructs (economic benefits, 
psychological benefits, and effort costs) contributed an additional 58% of unique variance 
in predicting intention to use after controlling prior experience and personal 
innovativeness (see Table 4.13). Also, the beta coefficients of the three constructs were 
all significant. When perceived value was added as a last step, the unique variance of 
perceived value was statistically significant (change in R2 = .10, p < .001). Also, adding 
perceived value changed the beta coefficients of the three constructs; the beta coefficient 
of economic benefits (β = -.02, p = .73) and effort costs (β = .01, p = .82) became 
insignificant, while the beta coefficient of psychological benefits remained significant (β 
= .26, p < .001). Therefore, the results indicated that perceived value fully mediated the 
relationship between the two constructs (economic benefits and effort costs) and adoption 
intention, whereas perceived value partially mediated the relationship between 
psychological benefits and adoption intention.  
In terms of the app-based condition, after controlling the two control variables, 
the three constructs (economic benefits, psychological benefits, and effort costs) 
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contributed an additional 49% of unique variance in predicting intention to use, and the 
beta coefficients of all constructs were significant (see Table 4.14). When perceived 
value was added, it explained significant unique variance (change in R2 = .14, p < .001), 
and the three constructs’ beta coefficients became insignificant. Therefore, the results 
showed that perceived value fully mediated the relationship between the three constructs 
and adoption intention.  
Table 15.13 
Results of Hierarchical Regression Analysis to Test the Mediating Effect of  
Perceived Value of the SMS-based Mobile Coupon Service 
 
 Standardized β 
 Step 1 Step 2 Step 3 
Control Variables    
    Prior Experience  -.27*** -.05 -.08* 
    Personal Innovativeness .13 -.06 -.06 
Independent Variables    
    Economic Benefits  .25*** -.02 
    Psychological Benefits  .50*** .26*** 
    Effort Costs  -.19*** .010 
    Perceived  Value   .68*** 
R2 .10*** .68*** .78*** 
Δ R2 .10*** .58*** .10*** 
Note.*p < .05. **p < .01. ***p < .001. 
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Table 16.14 
Results of Hierarchical Regression Analysis to Test the Mediating Effect of  
Perceived Value of the App-based Mobile Coupon Service 
 
 Standardized β 
 Step 1 Step 2 Step 3 
Control Variables    
    Prior Experience  -.20** -.09* -.042 
    Personal Innovativeness .27*** .02 .026 
Independent Variables    
    Economic Benefits  .47*** .10 
    Psychological Benefits  .22** .08 
    Effort Costs  -.18*** .02 
    Perceived  Value   .72*** 
R2 .14*** .63*** .77*** 
Δ R2 .14*** .49*** .14*** 
Note.*p < .05. **p < .01. ***p < .001. 
 
Hypothesis 6 proposed that there is a main effect of coupon delivery method 
(SMS-based vs. app-based) on economic benefits, psychological benefits, 
personalization, effort costs, perceived value, and adoption intention. Multivariate 
analysis of variance (MANOVA) was conducted to compare the means of the six 
constructs between the two conditions (see Table 4.15). The results indicated that there 
were significant mean differences for adoption intention (MSMS = 4.97, Mapp = 5.46; F(1, 
426) = 11.53, p < .01), perceived value (MSMS = 5.20, Mapp = 5.62; F(1, 426) = 12.55, p < 
.001), economic benefits (MSMS = 4.98, Mapp = 5.28; F(1, 426) = 7.00, p < 0.01), and 
psychological benefits (MSMS = 4.55, Mapp = 4.86; F(1, 426) = 4.94, p < .05). The mean 
values of the app condition were all higher than in the text condition. However, there was 
no significant mean difference for customization (MSMS = 4.83, Mapp = 5.03; F(1, 426) = 
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2.83, p = .09) and effort costs (MSMS = 2.75, Mapp = 2.77; F(1, 426) = 2.83, p < .01). 
Therefore, hypothesis 6 was partially supported. 
Table 17.15 
MANOVA and ANOVA Results: Key Variables by Coupon Delivery Method 
 
SMS-based 
(n = 205) 
App-based 
(n = 223) 
 
 
Variable Mean Mean F Wilks’ Lamda 
Intention to Use 4.97 5.47 11.53** 3.89** 
Perceived Value 5.12 5.57 12.55***  
Economic Benefits 4.98 5.29 7.00**  
Psychological 
Benefits 
4.56 4.87 4.94*  
Customization 4.84 5.03 2.83  
Effort Costs 2.75 2.77 2.83  
Note.*p < .05. **p < .01. ***p < .001. 
Mean scores are based on a 7 point scale (1 = Strongly disagree, 7 = Strongly agree).  
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CHAPTER 5: DISCUSSION AND IMPLICATIONS 
 The purpose of this study was to examine young consumers’ adoption of two 
types of mobile coupon services in the perspective of consumers’ perceived value. One 
major theoretical contribution of this study is to demonstrate the antecedents of perceived 
value of mobile coupon services and the influence of perceived value on adoption 
intention of mobile coupon services. Built on the technology acceptance model and 
Zeithaml’s (1988) conceptualization of perceived value, this study proposed and tested a 
conceptual model for the success of adoption of mobile coupon services in the context of 
apparel retailing. To illustrate, this study extended the technology acceptance model by 
adding a construct that reflects an affective perspective and modifying the constructs of 
technology acceptance model to being more relevant to the context of mobile coupon 
services. Moreover, this study employed the costs/benefits conceptualization of perceived 
value (Zeithaml, 1988) to examine consumers’ intention to use mobile coupon services. 
In other words, this study lends further support to the extant literature on the important 
influence of perceived value on consumers’ adoption of new technologies.  
5.1. Predictors of Perceived Value 
Findings showed that economic benefits, psychological benefits, and effort costs 
had significant influences on perceived value for both the text and the app-based 
conditions. These results suggest that perceived value of mobile coupon services is 
activated by the cognitive (economic benefits and effort costs) elements as well as the 
affective (psychological benefits) elements, which is consistent with Kim et al.’s (2007) 
study on the adoption of mobile Internet.  
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Among the three significant predictors, economic benefits had the largest beta 
coefficienents for both the SMS-based and the app-based conditions. This result 
conforms to previous research on coupon redemption behavior in that face value of 
coupons or expected monetary savings from using coupons is the major factor 
influencing the use of coupons (Kumar & Swaminathan, 2005). In particular, for the app-
based condition, the beta coefficient of economic benefits was approximately two times 
larger than other variables. This indicates that economic benefits are the major 
contributor to consumers’ perceived value of the app-based mobile coupon service.  
Interestingly, in Dickinger and Kleijnen’s (2008) study, redemption efforts played a more 
important role than economic benefits in consumers’ attitude formation toward a SMS-
based mobile coupon service. This conflicting finding may be explained by the fact that 
young consumers have become acquainted with using their smartphones for the past few 
years. In other words, they may perceive lesser technological barriers in using mobile 
coupon services than before.  
However, it should be noted that effort costs still had a significant negative 
influence on perceived value of mobile coupon services. In other words, the more effort 
expected to use mobile coupon services, the lesser perceived value of mobile coupon 
services. This finding is in line with previous researchers who found a negative 
relationship between the effort in using coupons and the evaluations of the coupons 
(Ramaswamy & Srinivasan, 1998). Moreover, in the technological perspective, previous 
researchers interested in mobile service adoption confirmed that cognitive effort 
associated with understanding the mobile service process acts as a barrier to the adoption 
(Kleijnen, De Ruyter, & Wetzels, 2004).  
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The results showed that psychological benefits also significantly influenced 
perceived value of mobile coupon services which is in line with research on coupon 
usage behavior (Bawa & Shoemaker, 1987; Mittal, 1994; Shimp & Kavas, 1984) and 
mobile-related studies (Kim et al., 2007; Ko et al., 2009). However, this finding is 
contrary to Im and Ha’s (2012) study on mobile coupon adoption which found that 
enjoyment was not a significant contributor to mobile coupon adoption. Although Im and 
Ha (2012) argued that using the coupon is a utilitarian activity rather than a hedonic 
activity, the findings of the current study indicate that using mobile coupons may 
represent both utilitarian and hedonic activities for young consumers. Further empirical 
research is needed to resolve these contradictory findings. It is possible that there may be 
critical moderators influencing the linkage from hedonic benefits to adoption behavior.  
Next, the results showed no significant influence of customization on perceived 
value for both the SMS-based and the app-based conditions. In other words, consumers 
are unlikely to perceive customization as valuable of mobile coupon services. Although 
Xu (2006) found that customization played an important role in consumer attitude 
formation in a mobile advertising context, this study did not support the influence of 
customization in consumers’ perceived value of mobile coupon services. This conflicting 
finding may be due to the fact that Xu (2006) examined the influence of customization on 
attitude toward mobile advertising rather than on perceived value. In the study of Xu 
(2006), attitude was measured by asking participants whether using mobile advertising 
was a good idea. On the other hand, the current study measured perceived value of 
mobile coupon services by asking participants about their overall perceptions of the 
services when considering costs and benefits of using them. Therefore, the influences of 
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customization may be different depending on the dependent variables. One possible 
reason for the insignificant influence of customization on perceived value is that young 
consumers may find the customization function as unnecessary especially when they go 
apparel shopping because they may find and use mobile coupons easily without using the 
customization function. Therefore, the customization function may not be important in 
contributing to perceived value of mobile coupon services. Another possible explanation 
is that participants did not actually experience the mobile coupon service of this study, so 
they might have not known to what extent it can be customized. In Venkatesh, Ramesh, 
and Massey’s (2003) research, participants were asked to experience several different 
mobile Web sites and it was found that there was a significant impact of customization on 
consumers’ value of mobile commerce. Therefore, the result could have been different if 
this study employed different research design.  
5.2. Role of Perceived Value  
In terms of the perceived value construct, the results showed that perceived value 
had a significant influence on adoption intention of mobile coupon services for the both 
the text and the app-based conditions. Furthermore, it fully mediated the influences of 
economic benefits, psychological benefits, and effort costs on adoption intention for the 
app-based condition. For the SMS-based condition, it fully mediated the effects of 
economic benefit and effort costs on adoption intention. This mediating effect of 
perceived value conforms to the prior research on adoption of mobile Internet (Kim et al., 
2007) and mobile commerce (Ko et al., 2009). In other words, the findings highlight the 
importance of perceived value as mediator in determining the adoption intention of 
mobile coupon services in an apparel retailing context. Moreover, the findings mean that 
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although retailers provide different kinds of benefits, the benefits may be useless unless 
consumers see some actual value in the benefits. Retailers need to closely monitor what 
benefits are actually sought and perceived as being valuable by their target customers. 
Interestingly, for the SMS-based condition, the results showed that perceived value 
partially mediated psychological benefits, indicating psychological benefits directly 
influence adoption intention. Further research is needed to confirm whether this finding is 
generalizable or context-specific. 
5.3. Consumer Responses to Two Different Coupon Delivery Methods  
With respect to consumer responses to the two different coupon services, the 
results indicated that the mean values of intention to use, perceived value, economic 
benefits, and psychological benefits were higher for the app-based condition than for the 
SMS-based one. The results imply that young consumers’ general evaluations of an app-
based mobile coupon service are more favorable than a SMS-based mobile coupon 
service. Moreover, an-app based mobile coupon service may provide consumers with 
more sense of control and a dynamic interaction because consumers can navigate and 
search information when they want. On the other hand, SMS-based mobile coupon 
services tend to be a one-way communication because mobile coupons are selected and 
sent by retailers. The result of the significant mean difference of perceived control in 
searching for mobile coupons between the two conditions may support this perception.  
Among the supported predictor constructs, the mean value of effort costs was not 
significantly different between the two conditions. This finding implies that using mobile 
coupons services is an effort-entailing activity for consumers regardless of the coupon 
delivery method. 
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5.4. Conclusions 
 In sum, the results show that perceived value is a major influence on consumers’ 
intention to use apparel retailers’ mobile coupon services. To maximize consumers’ 
perceived value of mobile coupon services, apparel retailers need to increase economic 
benefits and psychological benefits of their coupons and at the same time, decrease effort 
costs regardless of the coupon delivery method. For example, providing mobile coupons 
that have good face value or good deals would increase consumers’ perception of 
economic benefits of the service. Moreover, providing a statement that shows how much 
money consumers save from using the mobile coupon services may also contribute to 
their perception of economic benefits. For example, Target’s mobile coupon app shows 
its users how much they have saved from using its mobile coupon service on the main 
page of the app.   
In addition to economic benefits, retailers should consider designing their mobile 
coupon services to provide psychological benefits, emphasizing the positive feelings 
derived from using the service. One way of doing so is to design the mobile coupon or 
the mobile coupon apps to be visually appealing since researchers have found that visual 
design aesthetic of a mobile site significantly influences consumers’ perceived enjoyment  
(Cyr, Head, & Ivanov, 2006; Gong & Tarasewich, 2004) 
To reduce efforts of using mobile coupon services, apparel retailers should 
provide a user-friendly interface design that helps consumers be able to easily find and 
use mobile coupons. For example, in case of an apparel retailer’s app-based mobile 
coupon service, categorizing coupons based on apparel items would help consumers to 
easily find the coupons they want. Moreover, including pictures or symbols in the 
instruction for using mobile coupon services or incorporating a help function would help 
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consumers understand the couponing process. Another way would be to educate sales 
associates to help consumers who have difficulties using the service.  
Moreover, this study provides empirical evidence that consumers with 
smartphones prefer an app-based mobile coupon service rather than a SMS-based mobile 
coupon service. In other words, consumers prefer the pull method because it is a 
customer-driven approach, whereas the push method is a retailer-driven strategy. 
Therefore, retailers should consider adopting an app-based service or develop a customer-
driven approach when providing mobile coupon services.  
5.5 Limitations and Suggestions for Further Research 
Although this study provides insights into understanding young consumers’ value 
perceptions of mobile coupon services, there are still several research avenues to pursue. 
First of all, this study measured participants’ perception of hypothetical mobile coupon 
services rather than their perception of actual mobile coupon services. Although the 
survey provided a brief introduction about the services, participants did not actually 
experience the mobile coupon services. Future study could develop different types of 
research designs including mockup mobile coupon services and employ an experimental 
design to assess consumers’ evaluations of mobile coupon services.   
 Also, this study examined a SMS-based mobile coupon service as a push method 
and an app-based mobile coupon service as a pull method. However, there are several 
other methods to receive mobile coupons such as emails and social network services. 
Moreover, in this study, an app-based mobile coupon service was described as simply 
offering mobile coupons. However, some retailers’ apps not only offer mobile coupons 
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but also contain membership cards and product information. Future researchers may want 
to explore other types of coupon delivery methods and settings.  
For future research, structural equation modeling (SEM) could be employed to 
analyze the data, considering its ability to measure a global fit that can provide a 
summary evaluation of complex models that involve several independent variables and 
dependent variables (Tomarken & Waller, 2005). Moreover, since this study focused on 
antecedents of consumers’ intention to use coupons, future studies can examine 
consequences of adoption of mobile coupon services. For example, it would be 
interesting to investigate impacts of mobile coupon usage on consumers’ loyalty and 
satisfaction. In the perspective of firms, it would be interesting to investigate whether 
employing mobile coupon services would increase firms’ profits or sales in a long run.  
 
 
 
 
 
 
 
 
 
 
 
 
 66 
 
REFERENCES 
Agarwal, R., & Prasad, J. (1998). A conceptual and operational definition of personal 
innovativeness in the domain of information technology. Information Systems 
Research, 9(2), 204-215. 
Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring hedonic 
and utilitarian shopping value. Journal of Consumer Research, 20(4), 644-656. 
Banerjee, S., & Yancey, S. (2010). Enhancing mobile coupon redemption in fast food 
campaigns. Journal of Research in Interactive Marketing, 4(2), 97-110. 
Bawa, K., & Shoemaker, R. W. (1987). The coupon-prone consumer: Some findings 
based on purchase behavior across product classes. The Journal of Marketing, 
51(4) 99-110. 
Becker, G. M., & McClintock, C. G. (1967). Value: Behavioral decision theory. Annual 
Review of Psychology, 18(1), 239-286. 
Berinsky, A. J., Huber, G. A., & Lenz, G. S. (2012). Evaluating online labor markets for 
experimental research: Amazon.com's Mechanical Turk. Political Analysis, 20(3), 
351-368. 
Bettman, J. R., Luce, M. F., & Payne, J. W. (1998). Constructive consumer choice 
processes. Journal of Consumer Research, 25(3), 187-217. 
Chellappa, R. K., & Sin, R. G. (2005). Personalization versus privacy: An empirical 
examination of the online consumer’s dilemma. Information Technology and 
Management, 6(2-3), 181-202. 
Chen, L. D., Gillenson, M. L., & Sherrell, D. L. (2002). Enticing online consumers: an 
extended technology acceptance perspective. Information & Management, 39(8), 
705-719. 
Childers, T. L., Carr, C. L., Peck, J., & Carson, S. (2002). Hedonic and utilitarian 
motivations for online retail shopping behavior. Journal of Retailing, 77(4), 511-
535. 
Chu, C. W., & Lu, H. P. (2007). Factors influencing online music purchase intention in 
Taiwan: an empirical study based on the value-intention framework. Internet 
Research, 17(2), 139-155. 
Cortina, J. M. (1993). What is coefficient alpha? An examination of theory and 
applications. Journal of Applied Psychology, 78(1), 98-104. 
 67 
 
Cyr, D., Head, M., & Ivanov, A. (2006). Design aesthetics leading to m-loyalty in mobile 
commerce. Information & Management, 43(8), 950-963. 
Dabholkar, P. A., & Bagozzi, R. P. (2002). An attitudinal model of technology-based 
self-service: moderating effects of consumer traits and situational factors. Journal 
of the Academy of Marketing Science, 30(3), 184-201. 
Davis, F. D. (1986). A technology acceptance model for empirically testing new end-user 
information systems: Theory and results (Doctoral dissertation). Retrieved from 
http://dspace.mit.edu/handle/1721.1/15192 
Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 
information technology. MIS quarterly, 13(3), 319-340. 
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1989). User acceptance of computer 
technology: A comparison of two theoretical models. Management Science, 35(8), 
982-1003. 
Davis, F. D., Bagozzi, R. P., & Warshaw, P. R. (1992). Extrinsic and intrinsic motivation 
to use computers in the workplace. Journal of Applied Social Psychology, 22(14), 
1111-1132. 
Debreu, G. (1959). Theory of value: An axiomatic analysis of economic equilibrium. New 
York: Wiley.  
Dickinger, A., & Kleijnen, M. (2008). Coupons going wireless: Determinants of 
consumer intentions to redeem mobile coupons. Journal of Interactive Marketing, 
22(3), 23-39. 
Dodds, W. B., & Monroe, K. B. (1985).The effect of brand and price information on 
subjective product evaluations. Advances in Consumer Research, 12(1), 85-90 
Evans, J. R., & Mathur, A. (2005). The value of online surveys. Internet Research, 15(2), 
195-219. 
Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention and behavior: An introduction 
to theory and research. Reading, MA: Addison-Wesley.  
 
Forrester Research (2010). Mobile coupons: Gold rush or fool's gold? Retrieved from 
http://www.forrester.com/Mobile+Coupons+Gold+Rush+Or+Fools+Gold/fulltext
/-/E-RES56427?objectid=RES56427 
 
Forrester Research (2013). The State of consumers and technology: Benchmark 2012, 
US.  Retrieved from 
 68 
 
http://www.forrester.com/The+State+Of+Consumers+And+Technology+Benchm
ark+2012+US/fulltext/-/E-RES87201 
Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and TAM in online shopping: 
An integrated model. MIS Quarterly, 27(1), 51-90. 
Gong, J., & Tarasewich, P. (2004, November). Guidelines for handheld mobile device 
interface design. From Proceedings of DSI 2004 Annual Meeting (pp. 3751-
3756). 
Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1995). Multivariate data 
analysis: With readings. NJ: Prentince-Hall International. 
Hopkinson, G. C., & Pujari, D. (1999). A factor analytic study of the sources of meaning 
in hedonic consumption. European Journal of Marketing, 33(3/4), 273-294. 
Hsu, T. H., Wang, Y. S., & Wen, S. C. (2006).Using the decomposed theory of planning 
behavioural to analyze consumer behavioural intention towards mobile text 
message coupons. Journal of Targeting, Measurement and analysis for 
Marketing, 14(4), 309-324. 
Im, H., & Ha, Y. (2012). Who are the users of mobile coupons? A profile of US 
consumers. Journal of Research in Interactive Marketing, 6(3), 215-232. 
Inmar (2013). 2013 Coupon trends. Retrieved from 
https://www.inmar.com/Communications/Pages/2013%20Inmar%20Coupon%20
Trends.pdf 
Jae (2010).The mobile coupon guide. Retrieved from 
https://www.mint.com/blog/trends/mobile-coupons-08102010/ 
Jayasingh, S., & Eze, U. C. (2009). An empirical analysis of consumer behavioral 
intention toward mobile coupons in Malaysia. International Journal of Business 
and Information, 4(2), 221-242. 
Juniper Research (2012). Mobile coupons - The smart way to shop. Retrieved from 
http://www.juniperresearch.com/whitepapers/mobile_coupons_the_smart_way_to
_shop 
Kahneman, D., & Tversky, A. (1979). Prospect theory: An analysis of decision under 
risk. Econometrica: Journal of the Econometric Society, 47(2), 263-291. 
Karlsson, P. & Djabri, F. (2001). Analogue styled user interfaces: An exemplified set of 
principles intended to improve aesthetic qualities in use. In Proceedings of Mobile 
 69 
 
HCI 2001: Third International Workshop on Human-Computer Interaction with 
Mobile Devices. 
Kim, H. W., Chan, H. C., & Gupta, S. (2007). Value-based adoption of mobile internet: 
An empirical investigation. Decision Support Systems, 43(1), 111-126. 
Kim, S. H. (2008). Moderating effects of job relevance and experience on mobile 
wireless technology acceptance: Adoption of a smartphone by individuals. 
Information& Management, 45(6), 387-393. 
Kleijnen, M., De Ruyter, K., & Wetzels, M. (2004). Consumer adoption of wireless 
services: discovering the rules, while playing the game. Journal of Interactive 
Marketing, 18(2), 51-61. 
Kleijnen, M., De Ruyter, K., & Wetzels, M. (2007). An assessment of value creation in 
mobile service delivery and the moderating role of time consciousness. Journal of 
Retailing, 83(1), 33-46. 
Ko, E., Kim, E. Y., & Lee, E. K. (2009). Modeling consumer adoption of mobile 
shopping for fashion products in Korea. Psychology & Marketing, 26(7), 669-687. 
Koenig-Lewis, N., Palmer, A., & Moll, A. (2010).Predicting young consumers' take up of 
mobile banking services. International Journal of Bank Marketing, 28(5), 410-
432. 
Kulviwat, S., Bruner, I. I., Gordon, C., Kumar, A., Nasco, S. A., & Clark, T. (2007). 
Toward a unified theory of consumer acceptance technology. Psychology & 
Marketing, 24(12), 1059-1084. 
Kumar, V., & Swaminathan, S. (2005).The different faces of coupon elasticity. Journal 
of Retailing, 81(1), 1-13. 
Lapierre, J. (2000). Customer-perceived value in industrial contexts. Journal of Business 
& Industrial Marketing, 15(2/3), 122-145. 
Larivière, B., Joosten, H., Malthouse, E. C., Van Birgelen, M., Aksoy, P., Kunz, W. H., 
& Huang, M. H. (2013). Value fusion: The blending of consumer and firm value 
in the distinct context of mobile technologies and social media. Journal of Service 
Management, 24(3), 268-293. 
Leo J. Shapiro & Associates (2012). How smartphones are helping create a new 
generation of 'Smart Shoppers'. Retrieved 
from:http://ljs.com/images/docs/smart_phones_create_smart_shoppers.pdf 
 
 70 
 
Lichtenstein, D. R., Netemeyer, R. G., & Burton, S. (1990). Distinguishing coupon 
proneness from value consciousness: An acquisition-transaction utility theory 
perspective. The Journal of Marketing, 54(3), 54-67. 
Lloyd, A. E., & Luk, S. T. (2010). The devil wears prada or zara: A revelation into 
customer perceived value of luxury and mass fashion brands. Journal of Global 
Fashion Marketing, 1(3), 129-141. 
Lu, J., Yao, J. E., & Yu, C. S. (2005). Personal innovativeness, social influences and 
adoption of wireless Internet services via mobile technology. The Journal of 
Strategic Information Systems, 14(3), 245-268. 
Marx, K. (1971). Theories of surplus value: Volume IV of capital. Moscow: Progress 
Publishers. 
Mercator Advisory Group (2012). Mobile incentives: The next step in device based 
transactions. Retrieved from 
http://www.mercatoradvisorygroup.com/Press_Releases/Mobile_Incentives__The
_Next_Step_in_Device_Based_Transactions/ 
Mises, L. (1996). Human action: A treatise on economics. San Francisco: Fox and 
Wilkes 
Mittal, B. (1994).An integrated framework for relating diverse consumer characteristics 
to supermarket coupon redemption. Journal of Marketing Research, 31(4), 533-
544. 
Mittal, B., & Lassar, W. M. (1996). The role of personalization in service encounters. 
Journal of Retailing, 72(1), 95-109. 
Mobile Marketing Association (2007).Introduction to mobile coupons. Retrieved from 
http://www.mmaglobal.com/files/mobilecoupons.pdf 
Montgomery, D. C., Peck, E. A., & Vining, G. G. (2012). Introduction to linear 
regression analysis. New York, NY: John Wiley & Sons. 
Monroe, K. B. (2003). Pricing: Making profitable decisions (3rded.).Burr Ridge, IL; 
McGraw Hill/Irwin 
Muijs, D. (2010). Doing quantitative research in education with SPSS. Thousand Oaks, 
CA: Sage. 
Murphy, M. (2014).Using your smartphone to browse the retail racks. Retrieved from 
http://www.verizonwireless.com/news/article/2014/01/new-shopping-experience-
smartphone-browsing-retail-racks.html 
 71 
 
Otjacques, B., Hitzelberger, P., & Feltz, F. (2007). Interoperability of e-government 
information systems: Issues of identification and data sharing. Journal of 
Management Information Systems, 23(4), 29-51. 
Paolacci, G., Chandler, J., & Ipeirotis, P. G. (2010). Running experiments on amazon 
mechanical turk. Judgment and Decision Making, 5(5), 411-419. 
Raghubir, P. (2004). Coupons in context: discounting prices or decreasing profits?.  
Journal of Retailing, 80(1), 1-12. 
Ramaswamy, V., & Srinivasan, S. S. (1998). Coupon characteristics and redemption 
intentions: A segment-level analysis. Psychology and Marketing, 15(1), 59-80 
Roediger, H. L., Watson, J. M., McDermott, K. B., & Gallo, D. A. (2001). Factors that 
determine false recall: A multiple regression analysis. Psychonomic Bulletin & 
Review, 8(3), 385-407. 
Roger, E. M. (1995). Diffusion of innovations. New York: Free Press. 
Rogerson, P. A. (2001). Statistical methods for geography. London: Sage. 
ROI Research (2011).2011 Mobile search insights study. Retrieved from 
http://www.performics.com/performics-and-roi-study-49-percent-of-mobile-
searchers-made-a-mobile-purchase-in-past-six-months/  
Sánchez-Fernández, R., & Iniesta-Bonillo, M. Á. (2007). The concept of perceived value: 
a systematic review of the research. Marketing Theory, 7(4), 427-451. 
Schindler, R. M. (1989). The excitement of getting a bargain: Some hypotheses 
concerning the origins and effects of smart-shopper feelings. Advances in 
Consumer Research, 16(1), 447-453. 
Shankar, V., Venkatesh, A., Hofacker, C., & Naik, P. (2010). Mobile marketing in the 
retailing environment: current insights and future research avenues. Journal of 
Interactive Marketing, 24(2), 111-120. 
 
Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Why we buy what we buy: A theory 
of consumption values. Journal of Business Research, 22(2), 159-170. 
Shimp, T. A., & Kavas, A. (1984). The theory of reasoned action applied to coupon 
usage. Journal of consumer research, 11(3), 795-809. 
Sirdeshmukh, D., Singh, J., &Sabol, B. (2002).Consumer trust, value, and loyalty in 
relational exchanges. Journal of Marketing, 66(1), 15-37. 
 72 
 
Smith, A. (2013). Smartphone ownership 2013. Retrived from 
http://www.pewinternet.org/2013/06/05/smartphone-ownership-2013/ 
Sue, V. M., & Ritter, L. A. (2012). Conducting online surveys. Thousand Oaks, CA: 
Sage. 
Suoranta, M., Mattila, M., & Munnukka, J. (2005). Technology-based services: A study 
on the drivers and inhibitors of mobile banking. International Journal of 
Management and Decision Making, 6(1), 33-46. 
Thompson, R. L., Higgins, C. A., & Howell, J. M. (1994). Influence of experience on 
personal computer utilization: testing a conceptual model. Journal of 
Management Information Systems, 11(1), 167-187. 
Tomarken, A. J., & Waller, N. G. (2005). Structural equation modeling: Strengths, 
limitations, and misconceptions. Annu. Rev. Clin. Psychol., 1, 31-65. 
Tsang, M. M., Ho, S. C., & Liang, T. P. (2004). Consumer attitudes toward mobile 
advertising: An empirical study. International Journal of Electronic Commerce, 
8(3), 65-78. 
Turel, O., Serenko, A., &Bontis, N. (2007). User acceptance of wireless short messaging 
services: deconstructing perceived value. Information & Management, 44(1), 63-
73. 
Unni, R., & Harmon, R. (2007). Perceived effectiveness of push vs. pull mobile location 
based advertising. Journal of Interactive advertising, 7(2), 28-40. 
Venkatesh, V., Ramesh, V., & Massey, A. P. (2003). Understanding usability in mobile 
commerce. Communications of the ACM, 46(12), 53-56. 
Wang, Y., Lo, H. P., Chi, R., & Yang, Y. (2004). An integrated framework for customer 
value and customer-relationship-management performance: a customer-based 
perspective from China. Managing Service Quality, 14(2/3), 169-182. 
Wu, G., & Wu, G. (2006). Conceptualizing and measuring the perceived interactivity of 
websites. Journal of Current Issues & Research in Advertising, 28(1), 87-104. 
Wu, J. H., & Wang, S. C. (2005). What drives mobile commerce?: An empirical 
evaluation of the revised technology acceptance model. Information 
&Management, 42(5), 719-729. 
Xu, D. J. (2006).The ifluence of personalization in affecting consumer attitudes toward 
mobile advertising in China. Journal of Computer Information Systems, 47(2), 9-
19. 
 73 
 
Zavers by Google (2013). From clipping to clicking. Retrieved from 
http://www.phildoyle.net/from-clipping-to-clicking_research-studies.pdf 
 
Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means-end 
model and synthesis of evidence. The Journal of Marketing, 52(3), 2-22. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 74 
 
APPENDICES 
A. Instruments  
  
1. Adoption intention  
1. I intend to use this mobile coupon service in the future. 
2. I predict I would use this mobile coupon service in the future. 
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
 
2. Perceived value  
1. Overall, the value of this mobile coupon service at this retailer would be high. 
2. I would consider this mobile coupon service to be a good value. 
3. Compared to what I have to give up (e.g. time/effort), the use of this mobile coupon 
service would be worthwhile to me. 
4. Using this service would make couponing easy.  
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
 
3. Economic benefits  
1. This mobile coupon service would save me a lot of money. 
2. I believe that the financial gain from using this mobile coupon service would be 
worthwhile 
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
 
4. Psychological benefits 
1. I would enjoy using this mobile coupon service. 
2. I would have fun using this mobile coupon service. 
3. Beyond the money I save, redeeming coupons via this mobile coupon service would 
give me a sense of joy.  
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 (7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
 
5. Customization 
1. This mobile coupon service could be customized for my usage. 
2. This mobile coupon service would provide customized coupons to me. 
3. This mobile coupon service would be sensitive to my preferences and needs.   
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
 
6. Effort costs  
1. It would be time consuming to use this mobile coupon service. 
2. It would be complicated to use this mobile coupon service. 
3. It would be a hassle to search for mobile coupons via this service 
4. It would be difficult to use this mobile coupon service 
5. It would take a lot of effort to understand how to use this mobile coupon service.  
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
 
7. Perceived control in searching for mobile coupons   
1. With this mobile coupon service, I have full control over searching for mobile coupons 
when I want to.  
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
8. Personal Innovativeness  
1. If I heard about a new information technology, I would look for ways to experiment 
with it.  
2. Among my peers, I am usually the first to try out new information technologies. 
3. I like to experiment with new information technologies.  
(7-point Likert scales ranging from Strongly Disagree to Strongly Agree.) 
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9. Prior Experience in Using Mobile coupon services  
<For the SMS-based mobile coupon service condition> 
 
Have you ever used a text message-based mobile coupon service? 
1) Yes 
2) No  
 
<For the app-based mobile coupon service condition> 
 
Have you ever used an app-based mobile coupon service? 
1) Yes 
2) No  
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B. Online Survey Webpages 
Page 1: Introduction  
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Page 2 & 3: Screening Questions  
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Page 4: General Instructions 1 
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Page 5: Introduction of an Apparel Retailer’s Mobile Coupon Service (App-based 
condition) 
 
Page 5: Introduction of an Apparel Retailer’s Mobile Coupon Service (SMS-based 
condition) 
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Page 6: General Instructions 2 (App-based condition) 
 
 
Page 6: General Instructions 2 (SMS-based condition) 
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Page 7: Survey Page 
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Page 8: Survey Page (Continued)  
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Page 9: Survey Page (Continued) 
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Page 10: Survey Page (Continued) 
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Page 11: Survey Page (SMS-based condition)  
 
If yes is selected, 
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Page 11: Survey Page (app-based condition) 
 
If yes is selected, 
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Page 12: Survey Page (Continued) 
 
If yes is selected, 
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Page 13: Survey Page (Continued) 
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Page 14: Survey Page (Continued) 
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Page 15: Survey Code  
 
